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VOICE of the TRADE 


EDWARD VIII, King of Great 
Britain and the Dominions beyond 
the Seas, Emperor of India, has 
long been a prince of fashion for 
the entire world. He made his 
imprint on fashion in footwear 
when he came to America a num- 
ber of years ago. There was great 
curiosity as to his wardrobe of 
shoes. In particular, the interest 
was in his sport footwear, for until 
that time distinctive sport foot- 
wear was rarely seen here. 





On the golf links along the 
North Shore of Massachusetts, he 
appeared in heavy rough oxfords, 
the lace stays of which were cut 
in an unusual fashion—three long 
fingers of leather and an eyelet at 
the end of each—with no tongue 
beneath. The next day, being 
rainy, he appeared in a similar 
type of shoe in rough leather, with 
a Scotch kiltie tongue over the 
front of the shoe. A leather man, 
a neighbor of the host, made so 
bold as to ask the host for an op- 
portunity to look at the shoes. In 
the early morning of the day fol- 
lowing, the leather man was in the 
servants’ quarters looking over the 


shoes that had been cleaned and 
polished and were ready for return 
to the Prince’s valet. He studied 
the patterns,-and particularly the 
leathers. He tanned a few skins of 
heavy calf to get that reversed calf 
effect and presented them to a 
famous custom shop in New York 
City for the manufacture of a few 
pairs of distinctive shoes. 

Thus we had the beginnings, in 
\merica, of the Prince of Wales 
pattern, the kiltie tongue and the 
reversed calf and buck types of 
footwear. All these styles had a 
background of hundreds of years 
of wear in Scotland, but it took the 
fashionable Prince and an observ- 
ing shoe man to make them foot- 
wear fashion for the men and 
women of America. At approxi- 
mately the same time, alert shoe 
men of London saw the possibili- 
ties in expanding the sale of these 
distinctive types of sport footwear 
and the movement for English 
walking shoes was off to an inter- 
national acceptance. 

Now that the Prince becomes 
King Edward VIII, the question 
arises whether he will continue as 
a symbol of fashion—for the feel- 
ing is that the Duke of Kent will 
take his place. Already, that smart 
scion of royalty has been accepted 
as a forerunner of fashion for 
young men through his introduc- 
tion of the side-vent coat, the Duke 


Page II 


of Kent collar, the sport coat with 
pleats at the shoulders, as well as 
the midnight blue for evening wear. 
At Bermuda he wore sandals on 
the Summer golf links and because 
he is a robust, healthy man among 
men, he may be an_ influence 
towards the future use of men’s 
sandals in the Summer time, for 
already the vogue is apparent. 


*% * * 


MIAX GERTZ, vice-president of 


B. Gertz, Inc., Jamaica, L. |., says: 


“So often we hear it said that 
the merchant of today has lost con- 
tact with his customer. That’s a 
strong indictment, if true, but just 
as strong and just as serious is the 
fact that “The Merchant of today 
has lost contact with his sales- 
people.’ 

“Not long ago, | took my family) 
into a super-Loew movie theatre to 
see ‘Mutiny on the Bounty.’ Me- 
chanically I bought tickets—-passed 
the doorman, skipped the usher and 
we took seats well to the rear of a 
house crowded with 3500  cus- 
tomers. We liked the picture—we 
left. The theatre unconsciously had 
satisfactorily completed four trans- 





actions. No personal contact, hard- 
ly a word spoken—the direct ap- 
posite of retailing. 

“How different from our store, 
where almost 200 sellers are con- 
stantly talking to the customers. 
Two women across a counter and 
the goods between them. What 
each does, what each says is either 
building or tearing down good will 
worth millions— good will into 
which has been poured countless 
millions more of publicity. There’s 
a sale over there now—the girl is 
smiling—the customer is not—they 
exchange a few words—the cus- 
tomer leaves—she did not buy— 
what happened? You were on 
trial—whether you know it or not. 
Yes, whether the customer buys or 
not, that cycle is repeated thou- 
sands upon thousands of times a 
day in every store our size or 
larger. To the customer that girl 
behind the counter is the store. 
She speaks for you. No one else 
counts. What do you know about 
her? What does she know about 
you? Is she happy? Is she loyal? 
Does she represent the real YOU? 
Is she deserving of YOU? Are 
you deserving of HER?” 


* * * 


eB IM WILSON greets all shoe men 
who come to the Fort Shelby Hotel 
in Detroit and a glorious tribute 
was paid to the past-time-president 
of the Michigan Shoe Retailers 
Association when he talked to the 
convention. He was the only man 
at the banquet in tuxedo and felt 
a little bit ill at ease over it; but 
it was the right dress for the right 





occasion and as a hotel man he 
could not be otherwise than sar- 
torially correct. 

He introduced us to William M. 
Walker, managing director of the 
hotel, who gave us these astound- 
ing figures: The automobile indus- 
try uses 75 per cent of the imports 
of rubber, 70 per cent of the plate 


glass manufactured, 57 per cent 
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—A subscriber writes—'"'On what 
points do you predicate your 
hopeful attitude towards 1936?" 

—That's not such a difficult query, 
so here goes:— 


1—A very much improved morale on 
the part of business generally and 
the individual consumer in par- 
ticular. 

2—A willingness to buy what one 
wants in addition to what one 
needs. 

3—A decided increase in building and 
construction activities. 

4—An active resumption of railway 
equipment buying. 

5—The introduction of new materials 
and new products. 

6—The serious effort that is being 
made by business to take up the 
slack in employment. 

7—The generally accepted conclusion 
that the economic cyclical trend 
is definitely pointed upwards. 


—These are just a few of many rea- 
sons why every zipper-minded, 
hard-hitting business man should 
tackle his 1936 job with wim, 


wigor and wengeance. 


Sucre Tia 


President 





of all malleable iron, 40 per cent 
of all upholstery leather, 40 per 
cent of all mohair manufactured, 
40 per cent of all lead, 30 per cent 
of all nickel consumed, 20 per cent 
of the entire American steel out- 
put, 15 per cent of all aluminum, 
etc. Plus 500,000 bales of cotton, 
10,000,000 gallons of paint, 500,- 
000,000 board feet of lumber— 
and in the actual use of automo- 
biles—460,000,000 gallons of lu- 
bricating oil and 15,000,000,000 
gallons of gasoline. What a stag- 
gering contribution to modern loco- 
motion is the automobile; and 
Detroit is the key city of the world 
in road transportation. 


* * * 


HEARRY G. JOHANSEN, presi- 
dent of Johansen Bros. Shoe Co., 


February |, 1936 


St. Louis, said at the Texas Shoe 
Retailers Association Convention, 
recently held in Fort Worth: 
“All of the salesmen in our or- 
ganization are being asked by the 
management to plug for members 
to the National Shoe Retailers 
Association. I earnestly urge all of 
you traveling men to do likewise. 
The shoe industry needs a good 
representative working retail body 
for many important legislative mat- 
ters will come up in Washington 
which can best be handled by an 
aggressive national body. Retailers 
can be assured of a real business 
administration under the leadership 
of Lou Tuffly and Lee Langston.” 


* * * 


WILLIAM PIDGEON, “Servant 
of the Feet since 1901” in Roches- 
ter, N. Y., who was chairman of 
the Foot Science Section of the 
National Shoe Fair, said: 

“There are a few men in this 
country in the shoe business who 
still believe that shoes have some 
relation to our physical and bodily 
welfare. I say there are a few. 
There aren’t as many as there ought 
to be. I think there will be more, 
but because of the fact that there 
are a few who spend their time and 
effort and thought in trying to 
bring out the tremendous truth that 
lies behind the relationship of 
shoes to feet, this thing hasn’t died 
utterly. Thousands and thousands 
of dollars are being spent by manu- 
facturers and last makers and pat- 
tern makers and orthopedists and 


all sorts of research work being 
done, so we have a brighter pic- 
ture than we had back over the 
years. 

“That is hopeful, and no matter 
how discouraging the picture is in 
regard to some types of footwear 
and the things that some shoes do 
to health, that just has to be set 
aside for the time being and we 
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will have to look on the bright 
side of it and see what is being 
done to bring permanency and 
scientific viewpoints to this rela- 
tionship of health to feet.” 


* * * 


MMAURRAY C. FRENCH of Den- 


ver, Colo., writes: 





“Just between your correspon- 
dent and the gate post, a good 
many Denver shoe buyers are quak- 
ing in their boots over the Spring 
style situation. They point out that 
almost everything which is being 
touted as hot for Spring is some- 
thing on which they have burned 
their fingers in the past. 

“As to materials, the suedes and 
bucks overshadow the smooth 
leathers. It cannot be denied that 
nappy finishes look heavy, and 
since time immemorial, the success- 
ful Spring shoes have been light- 
looking shoes. Maybe this season 
will be different. (It had better 
be different, they say!) 

“The patterns too, are no lighter 
than they were six months ago. In 
the low heel field there are oxfords, 
kilties, ghillies and monks—all 
rugged and sturdy in character, 
with no suggestion of the tradi- 
tional Spring atmosphere about 
them. Even in the strap types the 
broad strap scoops the field with 
its comparatively heavy look. 

“Grays are going well in the 
better grades. But grays have 
always been burney-burney. And 
luggage tan! It’s hot right now, 
but for how long? 

“One retail salesman says: ‘This 
is going to be the best P.M. season 
we have had in a long time.’ His 
pessimism is discounted by one of 
the department store managers who 
says: ‘I think we are going to come 
out all right. When Spring pro- 
motions open we will all be adver- 
tising the same general styles and 
materials, and the concerted effort 
will put them over.’ ” 


1936 


ENFORMATION wanted on Wil- 
liam Monas, salesman of women’s 
shoes. Born in Chicago in 1896, 
about 5 ft. 8 inches tall, weighs 
135 pounds, light hair, blue eyes. 
His wife and son would like to 
communicate with him. 


* * * 


STYLE leaders’ service! Once a 
month there will be distributed by 
the American Hide and Leather 
Company, a presentation of time- 
ly shoe styles designed exclusively 
for them. The idea is to present 
original, exclusive timely fashions 
in footwear, design to be standard 
over 4B sample size shoes. 


t pe 
Lae : LA 





The first folder sent out is in 
silver, green ‘and black and illus- 
trates ten strap types of shoe. The 
original pull-overs from which the 
drawings were made are on dis- 
play at the Boston office of the 
American Hide and Leather Com- 
pany, 17 East Street, Boston, Mass. 
The service frankly says: 

“Some manufacturers may want 


to adopt the DESIGN STAND- 
ARDS to their lasts and use them 
without change. Others may use 
them as a base and alter the cut- 
outs, the perforations, the buckle 
or the color combinations to suit 
their own ideas. Still other manu- 
facturers may not want to use the 
entire pattern at all. They may be 
only interested in applying a strap, 
a cutout, or what not, suggested 
by one of these DESIGN STAND- 
ARDS to numbers already under 
consideration for their summer 
line.” 
* x * 

SAID the newly elected presi- 
dent of the Texas Shoe Retailers 
Association, R. C. Mynatt, of the 
firm of Hill & Mynatt, Dallas: 

“Our business this year is a 
good twenty per cent ahead of last 
year. The advance in prices has 
not retarded trading in the least. 
Against that we can truthfully say 
people are buying in an entirely 
different frame of mind. They are 
not so fault-finding. Complaints 
have dropped down to an almost 
vanishing point. Six dollars seems 
a most reasonable price to pay 
for a pair of shoes today, while it 
was only a little while back that 
the trade seemed to rebel against 
paying that price in a downstairs 
department store shoe department.” 











‘Yes, | said rubbers. | don't want to get my feet rusty going to the ball tonight." 
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Foot Health Week Dates Set for Week 


Following Easter 


THE emphasis this year is placed upon foot health, 
by the fact that at the early conventions, the most 
popular sessions were those devoted to discussions of 
feet and fitting and the aids that good shoes give to 
the comfort and satisfaction of the American public. 
Feature shoes come to their peak of popularity in this 
year of 1936 through the fact that in their promotion 
the experienced shoe fitter demonstrates his worth to 
the business by the service he can render. 

The Boot anp SHoe RECORDER, as an organizer of 
National Foot Health Week, announces the 1936 dates 
as April 13 to 18—the week following Easter, which 
has been determined psychologically as the right time 
of the year to hold Foot Health Week promotion. 

The first flash of fashion has its play in every store 
up to Easter and in logical planning, the week follow- 
ing the high peak of fashion sales is the one best 
suited for the service of shoe fitting by professional 
shoe experts the country over. Strange as it may seem, 


the public interest in specialty shoes containing health 
feature principles is greatest on or about that time 
of the year, when a change of weather brings about 
a change of foot needs by those people who find it 
necessary to have something corrective or something 
orthopedic in footwear. 

We herald again National Foot Health Week in the 
belief that groups of merchants in towns and com- 
munities will get together for mutual promotion of 
these campaigns—with all the instruments of pub- 
licity, letters, mail matter, windows, advertising, radio 
and everything else to stimulate inspection of feet by 
experienced shoe men during this special week—-April 
13 to 18. 


If the public can be interested in shoe store- 
free-inspection of their feet for foot health at 
least once a year, it will lead to a greater interest 
in what remedial shoes can do for health. 

So in announcing National Foot Health Week. 


FLASHING The NEWS 
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Ten Weeks to Organize the Shoe Men 
of a Nation to Render a Professional 


Service in Fitting for Health 


we ask the earnest cooperation of all sincere 
shoe men who feel that they are equipped to 
render extra service, extra inspection, extra 
counsel and advice during that week. 


We, therefore, put an emphasis on National Foot 
Health Week as the week for professional shoe service 
in every shoe store in America that carries shoes of 
foot health character. We enlist the cooperation of 
all other agencies of publicity and promotion, of all 
orthopedic doctors, podiatrists, chiropodists and prac- 
tical men who know shoes and the relation of fitting 
principles to foot needs. 

FOOT COMFORT IS FASHIONABLE! The great 
national interest in foot comfort, now has the further 
impetus of FASHION. The time has come when 
EVERY STORE THAT DOES A FITTING JOB MUST 
LET THE PUBLIC KNOW IT. 

Fashion demands shoes that give natural grace, poise 
and foot freedom. 


FZ EVERYWHERE 





The point has been reached where the store that 
does NOT participate in FOOT HEALTH WEEK will 
give the public reason to doubt the store’s ability to 
render real service. 

The first step to successful participation is to 
CHECK UP and SIZE UP your stocks, particuarly in 
SMARTLY STYLED FEATURE SHOES. 


Healthy stocks of the right shoes and competent fil- 
ting service are essentials to successful participation. 
Be sure that stocks and service are right and ready 
to reap prestige and profit. 

Next, get together with your fellow shoe merchants 
in your community and plan a COOPERATIVE PRO- 
GRAM. 

Foot Health Week has probably done more to get 
shoe merchants together than anything else that ever 
happened. If your community lacks a local shoe mer- 
chants’ association. this is the time to get one started. 

[TURN TO PAGE 30, PLEASE | 





Plan for Profit and Prestige during the most 
important NATIONAL FOOT HEALTH WEEK 
ever to be announced—April 13-18 


Boot and Shoe Recorder asks the cooperation 
of all associations and manufacturers in urging 
retailers everywhere to participate in 


NATIONAL FOOT HEALTH WEEK. 


Public interest in foot health has reached a 
point where all stores that do a fitting job 
should be actively identified with the movement. 


FASHION AND HEALTH UNITE TO MAKE 
THIS FOOT HEALTH WEEK THE MOST 
IMPORTANT EVER IN PUBLIC 
SERVICE IN 1936 
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MAKE BUSINESS 


Optimistic Outlook Reveal- 
ed in Smiling Shoe Faces 
Caught at the Show in 


Chicago 


FLORIDIAN—A. L. Slavens sings: 
"The sun goes round and round 
and comes up first in Miami.” 


HIGH STYLING—George S. Laird, Al. Meeley and 
F. Arthur Clark hail a quality year ahead. 


TYPE TRIO—B. C. Bowen and John Reilly listen to publisher 


E. B. Terhune. Recorderites all. 


PROMOTIONISTS—M; 7 
ike Murph jami 
Rush consult the original eotneptiegat tacts 








FOOT HEALTH STYLIST— Ruth Amadon 
demonstrates that Schorn calf leather breathes. 
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YOUR FEBRUARY 








Crowded Calendar Offers Great Promotion Opportunities. 






















Displays for Events to Brighten February Selling. 


FOR a traditionally slow “in-between” month, February cer- 
tainly offers plenty of opportunities for interesting,. remunerative 
promotions. 

Even slippers—Four Big Dance Dates within a month, Jan. 
30, President’s Ball in many places; then Valentine’s Day, Wash- 
ington’s Birthday, and Leap Year Day. 

Clearances—Final reductions to close out broken lots left 
from January sales. On Feb. 29, an odds and ends sale on the 
odd day (once in four years). 

Boy Scout Week—About the second week, and Lincoln's 
Birthday on Feb. 12 are good tie-ups for boys’, girls’ and chil- 
dren’s shoes. 

Valentine’s Day—make a real play of gift merchandise, with 
plenty of hearts and ribbon. 

Cherries and hearts are the decorations for Brich ee haf f . 
this panel. List all the dances and parties righten up the Hosiery corner with a Irame Of green upson 
you can learn about for February. board and a couple of cut-out tulips. 
A gray cloud or two with twisted cellophane strips for “rain” 
gives a realistic setting for wet weather goods. 
And a play on the new Spring shoes, high spotting colors, 
materials, designs that you sponsor for the new season. 
by BR. E. ANDRUSS With such opportunities your store should be a mighty lively 
interesting spot in February. 
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Shelves in the shadow box show gift suggestions through the heart-shaped 
cut-out. To make even heart design, fold paper and cut both sides out 
at once. 








MU 
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SHOE PROMOTIONS 








FIRST 


SPRING 
SHOES 












































Painted flags, from the international code, sets off this window 
for Boy Scout Week. 


A Page of Promotional Ideas That Cover 


The upright glass passed through a slot cut in the 


green covered panel. Use any size. Every Department and Specialty 








| 


SAUBBERS 
































Green wall board strips frame the 


shelves to make Springlike hosiery corner Cut-out clouds, painted gray; rain of 
setting. twisted cellophane strips; and all sorts of 
wet weather goods. 


/ EAP YEAR 
SE a9 


Odd day sale of odds and ends 
Cut-out "ribbon" in bright colors—white on red or biue— —an opportunity that comes 
makes strong sale setting. once in four years. 
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SHOE WINDOWS LOOK 


A window display at Burdine's in Miami (above), showing some of the new Spring 
and Summer style creations featured by that firm in its Sunshine Fashion Show. 


The attractive groupings 

shown at the right were 

used in a recent display of 

children's shoes in one of 

the State Street windows 

of the Davis store in Chi- 
cago. 
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FORWARD TO SPRING 


WITH six weeks of Winter ahead, shoe stores are 
already featuring attractive window displays of Spring 
footwear. The practice of showing Spring shoes in 
January and February is now pretty well established, 
even in Northern cities, and in the South the Spring 
selling season is already well under way. 

Retailers in the North find that there are several good 
merchandising reasons for early Spring shoe showings. 
It all started, no doubt, with the increasing interest in 
Southern travel at this time of year and the fact that 
more people each year are going away to spend a few 
weeks at a Southern Winter resort. That created an 
interest in Spring shoes in advance of the normal 
Spring season. But it was found that stay-at-homes, 
also, took an interest in seeing the new shoes early. By 
mid-January most people are pretty well fed up on 
Winter and looking forward with eagerness to Spring- 
time. They like to look at merchandise and window 
displays that hold out a promise of the new season. 

From the retailer’s standpoint, it’s always an advan- 
tage to show something new. January and February 
are months in which windows are filled with clearance 
merchandise, all of which represents styles and types 


The shoes shown in this beautiful window by 
Carson Pirie Scott Company, Chicago, were 
miniature models of Spring styles exhibited by 
courtesy of the Rice-O'Neill Com- 
pany, St. Louis. Some forty odd pairs 
of shoes in miniature were displayed. 


With the New Season Well Under Way 
in the South, Retailers Up North Find 
it Helps Sales and Profits to Give the 
Publie a First Flash of Spring while the 


Snow Flies. 


of shoes that the public has been seeing for some time. 
If we hold clearance sales it is necessary, of course, to 
play up clearance footwear in the windows. But it is 
also a big help to be able to show some new shoes, to 
appeal to customers who may not be interested in the 
sale goods but who will react favorably to styles that 
are new and suggest the possibly of being a little ahead 
of the procession. 

From the profit angle it helps decidedly to start sales 
of new shoes, which will command regular prices, 
while the clearance sales are in progress. At best 
clearances are looked upon by most retailers as a 
necessary evil. They perform a useful function in 
clearing away the odds and ends that remain at the 
close of a regular season and in disposing of old mer- 
chandise before it becomes unsalable. But there is 
little if any profit in clearances, and if the store can 
increase the volume of its sales sales on regular price 

[TURN TO PAGE 30, PLEASE] 





A VISITOR from a foreign land said something to 
us this past week that was most disturbing. He said: 
“For many years I have been coming to America and 
my business and social relations with you have been 
a joyful memory. But my last two trips over fill me 
with dismay. I am reluctant to say it, but America 
has become the land of broken promises. It isn’t so 
much that I buy goods from samples and find that 
substitution takes place, but it is the fact that promises 
are easily given on a score of occasions and _per- 
formance is forgotten, ignored, avoided or evaded. 
It was not so in my early contacts with you. Has 
competition become a fine art of cupidity? Are half- 
truths a symbol of intellectual dishonesty?” 

Prohibition, in many ways, was the beginning of 
the breakdown of respectful laws. Evasion and avoid- 
ance of income taxes, with its many loopholes for the 
cunning to use as a means of reducing the burden, and 
the deluge of petty laws produced by forty-eight legis- 
latures, and regulations produced at 175,000 civic 
points where petty rules of social and business conduct 
might be authorized, have made it difficult for anyone 
to keep to the path of truth. In so many cases, who 
is to know what is lawful and what is not? 

When it comes to the conduct of business itself 
the opening weeks of this year already indicate a 
vicious competitive situation in development because 
volume of business must be maintained at any price. 
There will be more promotions and _ propositions 
thrown at the American public this year by high- 
pressure sales methods than ever in the past. Goods 
will be glorified as never before, in the hopes of getting 
public acceptance. 

No one instrument of propaganda is more capable 
of giving an exaggerated description of a commodity 
or a philosophy than the radio. Words flung at the 
human ear are not a matter of record as are statements 
put upon a printed page. One might readily believe 
that a product were perfection itself when the glib 
tongued radio announcer gives his oleaginous praise. 

Self-deception leads to a mild form of madness and 
evidently our foreign visitor traveled in circles where 
heads were high in the air and feet were far from 
the ground. However, there is a lesson in all this for 
every man in business to sort, sift and select truth 
from the bedlam and ballyhoo. It is the ability to 
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IS THE PUBLIC LOSING CONFIDENCE IN STORES? 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


find the truth that makes him a substantial business 
man. ' 

When a business gets a fever for wild ideas, freak 
promotions and blah blah, there is something wrong 
with the business; or the commodity lacks true value 
is fair and proper to present wares 
manner, to emphasize the use and 
appeal of goods, to make them more desirable. But 
when it comes to exaggerating the value of goods by 
a plethora of words over the air or on the printed 
page, then the public should learn to watch out. 

Carl N. Schmalz, assistant professor of marketing 
and manager of the Bureau of Business Research at 
Harvard University, summed it all up in a paragraph 
last week at the N.R.D.G.A. convention as follows: 


and character. It 
in an interesting 


“Ror a number of years there has been 
growing in my mind a conviction that con- 
sumers, in general, have ‘altogether too little 
confidence in the stores from which they buy. 
Mine is a fairly firm belief that customers do 
not have confidence in some stores, and that 
some stores do not deserve that confidence.” 


Fortunately the shoe business has not been, as yel, 
grossly guilty of exaggeration of its product. It has 
vended an honest product, with an honest interest in 
the consumer’s welfare. Perhaps the shoe itself is 
most subject to proof of its service and wear by the 
customers’ own experience with it. Other products 
are not so easily and readily evaluated. So, then, it 
is most necessary to establish methods of merchandis- 
ing that are, in themselves, ethical towards the public 
and towards competitors. 

No one instrument for the proper presentation of 
footwear can be made as useful as the one that was 
pioneered last Fall in a number of communities. It 
was a simple gentlemen’s agreement among stores that 
comparative prices would not be used, that exaggerated 
terms were taboo; and that clearance of goods would 
not be publicly announced with all the fanfare of 
sales promotion in the height of season. As a gentle- 
men’s agreement, it was a truce against hi-jacking 

[TURN TO PAGE 55, PLEASE | 
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Gee the jump on Spring! Put pep in your 


sales with Shu-Stiles ‘Ginger’, the latest sen- 
sation of the House of Successes! A word 
to the wise... rush your order. “Ginger” is a 


natural... she’ll be a sell-out! 


6505—Allover White Kid 
6506—Allover Black Patent 


6507—Allover Pastel Blue Kid, 
Pastel Pink underlay 


6508—Allover Pastel Pink Kid, 
Pastel Blue underlay 


6509 — Allover Pastel Yellow 
Kid, Pastel Green underlay 


6510—Allover Red Kid, White 
underlay 


Harmonizing pastel linings 
New 10/8 low heels 
Widths AA and B 

Sizes AA—5 /8 B—3/8 


Terms—2% 10 days 
Net 30 days 


SHU-STILES, Inc. ¢ 1214 WASHINGTON AVE. - ST. LOUIS, MO. 
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SALES 
PLANNING 
for 
SHOE 
STORES 





by C. BENJAMIN RUSH 


Former advertising manager at R. H. Fyfe & Co. 
and consultant at National Shoe Fair 


In Two Parts: Part | 


AFTER a trip through twenty-four states, during 
which I personally visited many stores, I am convinced 
that no industry faces greater and more perplexing 
merchandising problems than does the shoe industry. 
This applies equally to the manufacturer and distribu- 
tor as well as to the retailer. I am convinced that the 
solution of these great and perplexing problems is 
to be found in proper planning and the proper co- 
ordination of every factor that makes up the plan. 

I am convinced that there are seven essential factors 
that form the basis of a successful sales plan. These 
factors, which must be properly coordinated, are as 
follows: 

1. A cooperative spirit between the retailer and his 
source of supply—the manufacturer. 

2. A properly balanced inventory. 

3. A well informed and well trained sales personnel. 
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4. Style-minded buying. 

. Organized window and store displays. 
. Convincing publicity. 

. Proper Direction and Supervision. 


NA Oo 


Now, let us get a close-up view of some of these 


factors that make up the successful sales plan. 


1. A cooperative spirit between the Retailer and His 
Source of Supply—the Manufacturer. 


Keen competition has brought manufacturing proc- 
esses to a notably high state of perfection. Shoe manu- 
facturers are today making the best shoes they have 
ever made. Fit has been marvelously improved. Style 
may be had even at the lowest prices. There are many 
features that add to comfort. Every shoe made has a 
reason behind it for existence, or it doesn’t live long. 
And that reason will sell the shoe for the retailer if it 
were only known and understood. 

Right here is where the system seems to fall down 
and fall down badly. No manufacturer should even 
ship any shoes unless he sees to it that the buyer and 
the salesmen in the store have sufficient information to 
sell them. I have talked to manufacturers’ salesmen. 
I have written and talked to manufacturers themselves, 
trying to persuade them to do this. Some of them do 
and can point with pardonable pride to their notable 
success even in such trying times as we have all been 


through. 
2. A Properly Balanced Inventory. 


I am convinced that many customers are driven away 
from shoe stores by stocks that are out of balance. The 
stock may be large enough—plenty of money invested 
in it—but if the shoes are not the right types, styles, 
colors, and in the right sizes, the stock is out of balance. 
A properly balanced stock should contain most of what 
most people want, in the types, styles, colors and 
sizes most people want. 


3. A Well Informed and Well Trained Sales Personnel. 


The personnel in a shoe store represents a unit of 
energy which management can manipulate wisely or 
unwisely. I find in many interviews and contacts 
throughout the country, that the attitude of salespeople 
definitely reflects the attitude of mind of their em- 
ployer. If the boss is aggressive, salespeople are ag- 
gressive. If the boss is well informed and courteous. 
salespeople are likewise. 

[TURN TO PAGE 36, PLEASE | 


Seven essential factors for a successful 
sale plan... An analysis of what 


makes for successful selling 










BOOT AND SHOE RECORDER, February 1, 1936 


MACHNOW (Russian) 9’3” \ 


MIDDLETON (£nglish) 9’3” 





BUT THE WORLD’S 


Biggest MMaganee 


DWARFS THE SECOND BIGGEST 


AGAZINES with small circulations reaching a 
M limited few in their particular field may be all 
right in selling rare canvases, costly tapestries and 
bronzes. But it takes the magazine with the biggest 
circulation in the world to sell the biggest volume of 
the everyday necessities and luxuries that retailers 
find it is most profitable to sell. 


The giant circulation of 
The American Weekly 
blankets the greatest 
number of places... 
reaches more than 
5,500,000 families every 
week in the richest buy- 
ing areas... twice as many 
as read any other maga- 


THE 


Greatest 
Circulation 


AMERICAN 
WEEKLY 








in the World 





MORE THAN NEAREST 
5,500,000 COMPETITOR 
CIRCULATION CIRCULATION 


zine! In these areas the retail buying expenditure per 
family is twice as great as it is in the rest of the coun- 
try. In them live 70% of all families, and this 70% 
accounts for 80% of all retail sales made! 


What The American Weekly is 


The American Weekly, the largest magazine in the 
world, is distributed through the 17 great Hearst 
Sunday Newspapers. 

In each of 158 cities, it reaches one out of 

every two families 

In 146 more cities, 40 to 50% of the families 

In an additional 139 cities, 30 to 40% 

In another 171 cities, 20 to 30% 


. . . and it reaches an additional 1,982,000 families 
in thousands of other large and small communities. 


MERICAN 


== LAWEEKLY 


**The National Magazine with Local Influence’”’ 
Main Office: 959 Eighth Avenue, New York City 
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PLAN YOUR 





EN the famous shoe store of Krupp & Tuffly, Houston, 
Texas, Michael Murphy plans the sales and advertis- 
ing of that retail store and does it so well that at 
four National Shoe Retailers’ conventions he has been 
a headliner. He believes that 1936 can be made a 
greater retailing year, providing the merchant plans 
it. Mr. Murphy has a happy faculty of gearing his 
promotions to the capacity of smaller business and 
here you have the backbone of his sales planning for 
the first six months of 1936.—Kditor’s note. 





Let’s look over some of the many ways you can ad- 
vertise a shoe business. This list is not by any means 
100 per cent complete, but here are many of the ways 
used by stores all over the nation. Perhaps this list 
may suggest ways of advertising, although very inex- 
pensive, that you have been overlooking. But here are 
43 ways to advertise your shoe store, for what they are 
worth: 


|. NEWSPAPER ADVERTISING 


The “No. 1” medium of all shoe stores. 
use the regular news columns (black-and-white), roto- 
gravure section, magazine section, or the comic sec- 
tion. And with your newspaper advertising, you can 
use it for four important types of promotion for your 
store: 

a. Institution-selling advertising, stressing the place 
of the store in the community, the service it ren- 
ders, and the groups it merchandises to. 

b. Special Department, or Price Promotions, because 
it is easier to sell a definite idea or price than a 
store full of prices and departments. 

c. Dramatic, or Seasonal, Presentations, which have 
to do with “putting on the works” for the people 
in your city when you get some new shoe fashion 
idea. It lets people know you're fashion-alert! 

d. Sale Announcements—vwe all have to have these. 
But we can watch our proportions and spend 
more on regular priced shoes. 


2. MAGAZINE ADVERTISING 

The community, or sectional, magazines devoted to 
church, Parent-Teacher organizations, and professional 
groups offer a chance to contact many worth-while 
buyers. Usually the rate is fairly high, which means 
smaller shoe ads. But you can make them stand out 
with a little thought and work. 


You can 
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SEASON—and SEASON 


3. WINDOW BACKGROUNDS 
With the modern trend in window design so much 
in vogue, there is an excellent opportunity to make a 


So the 


background functional as well as beautiful. 
store name can be incorporated in the design. 


4. PAINTED BULLETINS 

You can paint what you like on them; and you 
can pick almost any spot you want. The cost will 
vary, based on whether or not they are illuminated, 
and on other factors. 


5. POSTERS 

This is a very economical way of reaching many 
people in certain desirable spots. You can use manu- 
facturer’s, hand-painted, or regular lithographed stock 
shoe posters with your imprint. You can merchandise 
to certain price groups through proper care in select- 
ing locations. 


6. ROAD SIGNS 

They can be of any size, shape or material, unless 
your locality has laws governing these things. They 
are valuable to a store in contacting the incoming 
shopper. 


7. INTERIOR DISPLAYS AND POSTERS 

Too few stores take full advantage of the little 
ledge and corner spots to set up displays of shoes, or 
at least a selling poster. 


8. RADIO PROGRAMS 

Many shoe stores use programs very profitably, some 
being on the air just once a week, others on as often 
as every day. You can use live talent or transcrip- 
tions. This is a good method of getting over shoe 
fashion talks. 


9. RADIO ANNOUNCEMENTS 

Lots of shoe stores use “spot” announcements very 
successfully. “Spot” announcements are short (25, 50 
or 100 words) and are usually placed in the most ad- 
vantageous spots, selected by the advertiser. Radio 
announcements should only be used when you have 
a newsy message to deliver. 


10. NOVELTIES 

Candies, mints, balloons, calendars, whistles, puz- 
zles, and many other forms of novelty advertising 
are being successfully used by shoe stores over the 
country. This is a very important feature for chil- 
dren’s shoe departments. It brings the youngsters 
back to your store. 
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YOUR PLAN 


with 


BRAINS 


by MICHAEL MURPHY 
Sales Promotion Manager, 
Krupp & Tuffly, Houston, Texas 


MICHAEL MURPHY 


11. SIGN ON YOUR TRUCK 


Get a good advertising message painted on your di- 
livery truck if you have one. Keep it washed and 
polished. That’s good advertising, too. And don’t 
forget the top of the truck is seen by hundreds of 
people in office buildings, and there’s a spot for an- 
other advertisement for your store. 


12, SIGN ON ROOF OR PENTHOUSE 


A much overlooked spot for advertising space is on 
top of your building. If other buildings get a good 


view, put some sort of message on your roof, 


13. SIGN ON YOUR STORE 

As common as this form of advertising is, there are 
just lots of stores without really good, easily-seen 
signs on them. The new-comer gets his first impres- 
sion of your store by that first glimpse of your sign. 
(Incidentally, be sure to see the Federal Housing Ad- 
ministration’s exhibit, and find out how you can finance 
the cost of signs and other store improvements.) 


14. SIDEWALK SIGNS 

Some stores have imbedded brass letters and em- 
blems in the cement. Others use stand-up signs in their 
lobbies or at the edge of the sidewalk (where city 
ordinances permit). 


15. SIGN ON VALANCES 


Your window valances are often overlooked as a 
place to place your store name or other advertising 





SALES PLAN FOR DEPARTMENTS 
REVEALS FOUR THINGS: 


. How much business you are going to try to do in 
six months. 

- How much business you are going to do in each 
month. 

. How much business you are going to do in each 
department. 

. Percentage of each month’s business contributed by 
each department—this permits you to control ad- 
vertising effort and plan your stock and advertising 
for your volume. 

FEB. % 
Women’s Shoes $2,000 40 
Men’s Shoes 1,500 30 


Juvenile Shoes 1,000 10 
Hosiery 500 


APRIL 
$6,250 
3,125 
1,875 
1,250 


$12,500 
JULY 


MARCH % 
$5,000 50 
2,500 25 
1,500 15 
1,000 10 


$10,000 

JUNE % 
Women’s Shoes $4,500 $3,750 50 $2,750 
Men’s Shoes 3,000 2,250 30 1,500 


Juvenile Shoes 1,000 750 10 250 
Hosiery 1,500 750 10 500 


$5,000 


$5,000 
MAY 


$10,000 $7,500 








message. Check up on yours and see what you can do 
about it. 
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16. STORE NAME ON PRICE 
TICKETS 


Your local printer can imprint your 
store name on a set of cardboard strips 
at a small cost—and you get another 
bit of advertising for your store at a 
very little expense. 


17. STORE NAME ON SHOW CARDS 


Your printer can also print your 
store’s signature cut at the top or bot- 
tom of your shoe cards and get a little 
more advertising value into them for 
very little extra expense. 


18. NAME PLATES IN WINDOWS 


Everywhere window shoppers com- 
plain about the difficulty of telling 
what store’s display they are viewing. 
Many shoe stores use cast bronze name 
plates in all of their window trims, 
while others have had push-in letter 
types made at less expense. These 
plates (or other means of identifica- 
tion) are very essential if you want to 
get the fullest value out of your 
windows. 


19. LABELS ON YOUR PACKAGES 


Here is a really neglected bit of 
advertising that costs so little per unit. 
You can get over a lot of style, prestige 
and quality in a smart label design. 
Or you can have special stickers for 
your special events. 


20. STICKERS ON CHECKS 


Many stores attach a sticker to all 
of their checks, asking for business on 
a reciprocity basis, while others just 
make a polite bid for business. 


21. PRINTED WRAPPING PAPER 
AND SEALING TAPE 


Many stores use a gummed sealing 
tape that permits a smart advertising 
message on about every foot or so of 
space. Others use a printed fiber string 
about one-quarter inch wide, that also 
gives a chance to say a few kind words 
about your business. Don’t overlook a 
single bet! And printed wrapping 
paper is always a good bet. 








PLAN YOUR SEASON—AND 
SEASON YOUR PLAN 


[CONTINUED FROM PAGE 27] 
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22. FANCY BOXES 


Most stores go to a lot of trouble to 
get attractive hosiery and shoe boxes 
for Christmas, but the rest of the year 
the boxes are pretty drab. Why not 
keep attractive gift boxes handy all the 
year, with your store’s name printed on 
them? 


23. DELIVERY CARTONS AND 
BAGS 


Most stores send out shoes in half- 
broken, dirty, much-stamped, and very 
unattractive boxes. If you feel that 
your business can’t afford a few cents 
for a smart, shiny new carton, then get 
yourself some very attractive end 
labels printed on glossy enamel paper, 
with something like this: “Special De- 
livery Carton,” and have your porter 
or other help label the ends of the 
best discarded stock boxes in their 
spare time. Or, if you use shoe bags, 
be sure to get a good advertising mes- 
sage on them, and see that your own 
store nameplate is used rather than 
just a very ordinary type job <A 
special color shoe bag forms a very 
valuable advertising piece for special 
departments, such as Sub-Debs and 
popular price ones. 


24. SIGNS ON PORTER’S CLOTHING 


Porters look neater, and do the store 
a lot more good when they are put 
in uniform, It is not so expensive to 
equip a porter with a couple of jackets 
and a cap, or with trousers, shirts, 
and cap of gabardine. But, the im- 
portant thing is to get your store 
name sewed on the shirt and on the 
cap! 


25. BILL INSERTS 


Your present charge customers are 
your known friends, therefore it is 
easier to sell them than any other 
group, so advertise to them! Send out 
something every month from some 
department. Use your own, or get 
your manufacturers to provide them. 


26. PACKAGE INSERTS 
They are being successfully used 
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to call attention to other departments, 
other merchandise, or to thank the 
purchaser for his patronage. A good 
way to build up for coming events, 
too. 


27. PAY ENVELOPES AND INSERTS 


Some stores furnish pay envelopes 
to industrial firms for the privilege of 
putting their advertising on the out- 
side. Others advertise to their own 
employees by putting weekly inserts 
in their pay envelopes, asking their 
full cooperation, loyalty, and construc- 
tive criticisms. 


28. THEATRE TICKET ENVELOPES 


Many shoe retailers are supplying 
local promoters, and amateur theatri- 
cal musical organizations with theatre 
ticket envelopes for the privilege of 
ae an advertisement on the out- 
side. 


29. THEATRE CURTAIN. SIGNS 


Local playhouses, lodge assembly 
halls, and schools frequently permit 
advertising on their stage curtains. 
Usually this is not very costly, and 
is worthy if you can squeeze it into 
your advertising budget. 


30. BOOK MATCHES 


Book matches are not as plentiful as 
they were, and the shoe store giving 
them away today will probably find a 
lot of appreciative recipients. Many 
manufacturers will go 50-50 with you 
on the cost of them, and it is good 
advertising. 


31. INSERTS IN BOOK MATCHES 


If you have a special sale or some 
big event at your store, you can get 
a lot of extra advertising for it by 
sticking bright colored cardboard tick- 
ets inside your book matches and put- 
ting them out at just the right time. 
You can get a short but powerful 
message on these little tickets. Flor- 
sheim stores have long used this for 
their Sales, and it’s a smart trick. 





32. GOVERNMENT POST CARDS 


A most inexpensive method of di- 
rect advertising because there is no 
cost for paper stock, and there is small 
expense for the printing. Some stores 
have gotten out some very beautiful 
and effective advertising just on these 
penny post-cards. These permit the 
small store to carry on a campaign 
that would not be possible in any other 
medium. And these cards are First 
Class Mail—which means they get fast 
delivery, right where you want them. 


33. LARGER MAILING CARDS 


When you want to use color, un- 
usual size, or a big spread for little 
cost, there are larger sizes of mailing 
cards available to you. Your printer 
can work them out economically for 
you, something like 5%x7 or 4%x9% 
inches in size, or even larger. 
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34. BLOTTERS 


Everyone needs blotters, and usual- 
ly a blotter gets prominence for a 
week or so on desks of various types. 
This is an economical way to reach 
certain groups or types of prospects, 
and is often overlooked by shoe stores. 
Some send them out with statements, 
featuring a different department or 
brand each time, while others place 
them in office buildings periodically. 


35. FOLDERS 


These are very flexible in cost, size 
and treatment. The most simple of 
all is the time-table type of folder; 
the least costly generally is the French- 
fold type, printed on one side only and 
folded to form both outside and inside 
pages. They can be mailed in en- 
velopes, or be of the self-mailer type. 


36. CATALOGS 


These are still used by many larger 
shoe stores, especially where much sta- 
ple type of merchandise is sold. The 
style hazard, along with broken sizes, 
has contributed to a greater use of 
quickly-produced folders in preference 
to a bulky catalog. 


37. LETTERS 


A most flexible advertising medium. 
You have positive control over costs, 
types of mailing lists, and your mes- 
sage. Mimeograph, Multigraph, auto- 
matic typewriter, and manual type- 
writer letters are the most commonly 
used forms. 


38. PROGRAMS 


Many stores are compelled to do a 
lot of this type of advertising. Why 
not get some value out of it by making 
these little ads outstanding? Do it by 
making a neat design of lettering, 
type, or illustrations of shoes—then 
having a reverse (white lines on black) 
cut made. They really stand out on 
the page! 


39. SALESMEN’S CARDS 


If your salesman has done a good 
job of selling, why not help the cus- 
tomer to remember his name — and 
yours—by giving him an attractive, 
well-designed business card to give 
out. People buy from stores because 
they know people there, so why not 
enlarge your store’s circle of acquain- 
tances with plenty of salesmen’s cards? 


40. STYLE SHOWS AND OUTSIDE 
DISPLAYS 


Often a shoe retailer can get a real 
break in a style show and get some 
advertising and prestige for his half- 
spoiled shoes. In many cases, the 
models buy the shoes they’ve worn 
for about half-price, and that is some 
salvage. 

Outside displays at colleges and 
women’s organizations, where they are 
not too costly, are very good for your 
store. In college towns the editor of 
the college paper can usually get you 
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A-B-C’s of Sales and Ad Planning 


MARCH 
er 
RESULTS Cent 


0 
This Sea- 


FEBRUARY 
er 
RESULTS Cent 


t) 

Last This Sea- 

Year Year son Year Year son 
$5,000 $5,000 10 $10,500 $10,000 20 
ADVERTISING—5 PER CENT OF SALES 
500 250 10 600 500 20 


ADVERTISING DISTRIBUTION 
Per Per 
Cent Cent 
of of 
Month MARCH Month 
$250 50 
125 25 
75 15 
50 10 


$500 
MAY 
RESULTS 


Last This Per 
Year Year Cent Year Year Cent 
$11,000 $12,500 25 $9,800 $10,000 20 
ADVERTISING—5 PER CENT OF SALES 
623 625 25 550 500 20 


ADVERTISING DISTRIBUTION 
Per Per 
Cent Cent 
of of 
APRIL Month MAY Month 

Women’s shoes $225 
Men’s shoes 150 
Juvenile shoes 50 
Hosiery 2 75 
3500 


JULY 


a 
Last 


FEBRUARY 
Women’s shoes $100 40 
Men’s shoes 75 30 
Juvenile shoes 50 20 
Hosiery 25 10 


$250 
APRIL 
RESULTS 
Last This Per 


JUNE 
RESULTS RESULTS 


Last This Per Last This Per 
Year Year Cent Year Year Cent 
$7,600 $7,500 15 $5,200 $5,000 10 
ADVERTISING—5 PER CENT OF SALES 
400 375 15 285 250 10 


ADVERTISING DISTRIBUTION 


Per Per 
Cent Cent 


of of 
JUNE Month JULY Month 
Women’s shoes $188 50 55 
Men’s shoes 112 30 
Juvenile shoes 37 5 
Hosiery 38 10 


$375 


MONTHLY SALES AND 
ADVERTISING PLAN 


This is a monthly sales and advertising 
plan. It allots (for easy calculation) 5 per 
cent of sales for advertising on a $50,000 
volume. 

The plan allots each month’s advertising 
according to the sales volume—and accord- 
ing to the monthly rate of business done 
by each department. 

1. Start with the SALES PLAN— 

Divide the year into two merchandising 
periods—Spring and Fall. The Spring sea- 
son will start February 1 and end July 31. 
Under each of the six divisions for monthly 
sales, have four columns to tabulate the fol- 
lowing: 

Last year’s sales this month, 
Anticipated sales this month, 
Percentage of sales to six-month period, 
Actual results achieved in this month. 

In anticipating sales, the past year’s ex- 
perience is one of the greatest helps, giving 
a basis for estimating what can be done in 
the current season. 

Anticipated sales are reflected in mer- 
chandising preparations to take care of this 
amount of business, and provide some yard- 
stick for the amount of advertising money 
to spend. 

The percentage of sales for each month 
of the six-month period is very important. 
It is important to regard each month’s re- 
sults in their relationship to the total 
period’s business because on that basis 
you are sure to give maximum thought and 
attention to every merchandising and sales 
promotion function for each month. 

Checking each month’s results against 
your anticipation figures insures a correc- 
tion of whatever weakness may develop. 
and at the time when some control can be 
exercised. 

2. After appropriating a certain percent- 
age of the season’s sales for advertising— 
we set up an ADVERTISING BUDGET: 

This will show, by months, the total 
amount of money that will be spent for the 
total store—then by departments—then by 
price lines—and still further, by media— 
newspapers, direct mail, radio, etc. 

3. Then we make a promotion calendar, 
or advertising schedule complete enough to 
show the date of the promotion, the space 
or media used in advertising, the mer- 
chandise, and its price, together with the 
most important fashion information about 
that merchandise. 

4. Then we prepare this publicity, ac- 
cording to the various forms we intend 
using. 





a spot rent-free for a day or two, just 
on the strength of a fairly good ad 
in his paper. 


41. CAR CARDS 


This covers street car, bus, inter- 
urban, and taxi card advertising. Some 
stores use these forms of advertising 
in conjunction with some nationally- 
advertised line. 


42. MOTION PICTURES 


You can get your advertising to 
movie audiences in many cities, for a 
surprisingly low cost per thousand 
people. Studios now have better facili- 
ties for producing commercial films, 
and it is now possible to get your own 
name and message built into a talkie. 


43. TELEPHONE SOLICITATIONS 


Some stores say they can’t do a 
thing with telephone solicitations, 


others say they’re great. We do know 
that many stores have customers who 
appreciate the personal service ren- 
dered when you call them about some 
important event. But it should be im- 
portant enough to warrant disturbing 
the person being called. 


Promoted to Manager 


INDIANAPOLIS, IND.—William F. 
Piers has been promoted to manager of 
the Feltman & Curme No. 1 shoe store, 
38 East Washington Street, and super- 
visor of all Indianapolis stores of the 
firm. Mr. Piers has been with the or- 
ganization for seventeen years. He 
was formerly manager of the store at 
103 N. Illinois Street, of which F. R. 
Snyder is now manager. H. H. Hittle, 
is manager of the store at 11 South 
Illinois Street. 
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Shoe Windows 


BOOT AND SHOE RECORDER, 


Look Forward 


To Spring 


[CONTINUED FROM PAGE 21] 


shoes, by showing the new styles early, 
it tends to bring up the profit average 
for the month. 

With indications pointing to a 
steadily improving volume of business 
at retail, many merchants are now con- 
centrating on plans for Spring promo- 
tion through which they hope to de- 
velop the largest business for this 
season that they have enjoyed in sev- 
eral years. Attractive window displays 
will play an important part in these 
plans for business building. Now is 
the time to lay out a definite schedule 
for a series of Spring windows that 
will carry through the next three or 
four months. Some concrete sugges- 
tions for February displays are given 
elsewhere in this issue. By the end of 
this month clearance sales will have 
ran their course and by early March 
every shoe store in the northern por- 
tion of the country should be ready 
to launch a spectacular promotion of 
Spring shoes. Farther south, of course, 
the program will have to be advanced 
in accordance with climatic conditions 
and buying habits. 


Planning a Window Schedule 


For stores in the North, the Spring 
window promotion program might well 
start off with an initial display early 
in March heralding the opening of the 
new season, the Spring showings up to 
this time having been of a preliminary 
nature. This display should be some- 
thing decidedly spectacular, reflecting 
the spirit of Spring. It should be 
planned and prepared well in advance 
and should be all ready to flash the 
first week in March if weather condi- 
tions are favorable at that time. In 
the event of a severe blizzard or snow- 
storm this display should by all means 
be withheld, for the results that the 
retailer can count on will depend, not 
only on the effectiveness of the display 
itself, but on its timeliness as well. To 
produce the best impression it should 
appear when the public is in a mood 
to respond to Spring merchandise. 

Shortly after the middle of March, 
retailers will be ready to start their 
promotion of Easter footwear, and it 
is none too early to begin to plan and 
prepare the advertising and window 
material to be used in presenting 
Easter styles. This year the festival 
falls late enough on the calendar so 
that weather conditions throughout the 
country should be favorable for the 
development of a splendid volume of 
Spring shoe sales. With such promis- 
ing prospects, most merchants will 
wish to do a thorough job of promo- 
tion for Easter. The promotion plan 
should include carefully designed win- 
dow displays to focus the attention of 
the public on the unusually appealing 


styles, colors and materials that will 
be offered this season in Spring foot- 
wear. 


Special Window Promotion 


There are a number of specially new 
trends and developments inthe Spring 
style picture this season that may well 
call for special window promotion, as, 
for example, the gray vogue that re- 
curs this year on an extensive scale 
for the first time in several seasons. 
We expect to see a lot of very interest- 
ing and attractive windows featuring 
gray shoes, and there is a very sound 
merchandising reason for giving gray 
footwear special publicity in windows 
and advertising at the peak of their 
consumer popularity. Every retailer 
who has had experience with grays 
knows that shoes of this shade are like- 
ly to pass out of the picture almost as 
suddenly as they appeared on the style 
scene, so it is necessary for retailers 
who have bought them to make the most 
of their popularity while it lasts, and 
get their money out of the merchandise 
just as quickly as possible. Intensive 
promotion in ads and windows will help 
to do this, but to be effective, the win- 
dows and ads must be carefully planned 
in advance and held in readiness to 
flash on the public at the psychological 
moment. 

Right after Easter comes Nationa! 
Foot Health Week, and that calls for 
very special window treatment, at least 
on the part of those stores that make a 
real play on orthopedic footwear and 
decide to tie in with the nation-wide 
Foot Health Week campaign. The RE- 
CORDER will have definite and concrete 
suggestions for Foot Health Week win- 
dows and advertising well in advance of 
the dates decided upon for the annual 
observance of National Foot Health 
Week, April, 13-18, the week immedi- 
ately following Easter. 


Flashing the News Everywhere 
[CONTINUED FROM PAGE 15] 


Call merchants together for 
Health” campaigning. 

Don’t wait for the other fellow to 
start something. Call up leading local 
merchants and invite them to meet to 
talk over plans for a cooperative FOOT 
HEALTH WEEK promotion. Let two 
or three be designated to draw up a 
tentative plan for presentation to the 
group one week later. These three 
should include the newly selected 
chairman-in-chief, treasurer and pro- 
motion director, who should be given 
authority to call on such others—mer- 
chants and ad men, who may be help- 
ful to them in formulating a program 


“Foot 


SEE THAT THINGS ARE 


February 1, 1936 


of promotion ideas. (Having a pretty 
good idea of the best people for these 
three key positions, in advance, is good 
strategy.) 

At the second meeting, a week later, 
the following committees should be 
organized, each under the direction 
of a competent, enthusiastic chairman, 
It is very important to select chairmen 
who will GET THINGS DONE ON 
TIME, and particularly important to 
have a promotion director who i'l! 
GET- 
TING DONE. 

The newspaper committee has chaive 
of the general publicity—news stories, 
feature articles, special FOOT 
HEALTH WEEK sections, and _ he'!p- 
ing of smaller merchants with thir 
ads. They will also have charge 
ad-space solicitation, although advaice 
pledges should be made at the early 
meetings. Newspaper men will cooj» :- 
ate, but merchants should understand 
clearly that this is a shoe mercha:is 
promotion, not a space selling scheine 
of the newspaper. This point is very 
important. Some papers will go to 
the full distance, and have their f+ a- 
ture writers and advertising men h«|p 
in getting a good job done. 


Direct Mail Campaign 


direct mail committee has 
charge of handling mail announce- 
ments, circular distribution, folders, 
package enclosures, and similar fea- 
tures that may be used. They work 
closely with the newspaper committee. 

The display committee has charge of 
general decorations, posters, and so 
on, and should cooperate with smaller 
stores that need window ideas ani 
help. They should take charge of any 
general exhibit that may be planned, 
and also try to arrange for prizes for 
the best window displays for the event. 

The contest committee has charge of 
any contests, such as perfect foot con- 
tests, walking contests, foot health 
essay contests or any other similar 
stunts. 

The speakers committee has the jo) 
of securing and dating competent 
speakers. Physicians, podiatrists, shoe 
men and health officials who can anid 
will make talks should be listed, to- 
gether with the angles of foot health 
they will speak on. Then the school 
officials, men’s clubs, women’s clubs. 
parent-teacher organizations — every 
group or society where foot health can 
be talked for two weeks before, and 
during FOOT HEALTH WEEK. This 
committee should secure endorsement 
and cooperation from the mayor and 
other officials, from prominent athletes 
and other persons. 

A radio committee may be needed in 
some sections to plan and write short 
radio talks of one minute or so for 
general use, and also to contact pro- 
gram radio speakers who may be avail- 
able from the speaker’s committee. 

Once an organization of this type is 
formed, its opportunities for continv- 
ing helpfulness are many, as is ¢vi- 
[TURN TO PAGE 36, PLE ASF] 
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PROCESS COMPANY 


DERAL STREET, BOSTON, MASS. 


Lockstitch 








When writing advertisers please mention Boot and Shee Recorder 
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If 
The Stocking 
Fits the Shoe 
It’s Twice as 
Easy to Sell! 


“Risque” 


a Leeds Hosiery Mills stocking, now being shown by the 
|. Miller shoe stores, has a blue heel to tie in with this 
Spring's vogue for blue shoes, for blue shoes trimmed 
with rust, and white shoes trimmed with blue. A two- 
thread Ingrain, it comes in Suntan, a rusty color and 
a greige. 






























MARS. JOHN JONES has just bought a pair of shoes. §O the clever salesman tries to find some logical 
It’s the salesman’s next move is to show her stockings. reason for introducing hosiery into the conversation, 
He must, if he can, make that extra sale before she some little trick to intrigue Mrs. Jones into forgetting 
leaves the store. Unfortunately, Mrs. Jones knows her sales resistance! The stocking he can sell most 
beforehand what’s on his mind. And she has her _ easily is the one that has some obvious relationship to 
mind all made up to say: “No thank you, I don’t — shoes. 
need any stockings today. Goodbye.” The three stockings illustrated here are “naturals” 
in that respect. They tie up with shoes in three dif- 
ferent ways—in color, in texture and in actual fitting 
qualities. Mrs. Jones will at least stay and listen 
to the story of these stockings—to get her to stop, 
look and listen is half the battle! 


















The Accordion-Foot 


stocking makes a point of custom fit in both toe 
and welt. The flexible section in the toe adjusts 
itself to differences in foot widths or shapes. 

















The three lengths in the leg take care of the 





short, medium or tall woman. 










Run-Away 


has an individual, meshy texture that harmonizes 
particularly well with surface-interest tailored 
leathers and this lock-stitch construction elim- 
inates all possibilities of runs. Both these stock- 
ings from the Schuylkill Valley Mills are being 
promoted by Steigerwalt's in Philadelphia, a 
store famous for its shoe and stocking tie-ups. 
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Indiana Shoe Buyers’ Week 


Merchants Gather at Indianapolis for Annual Show Held Under 
Auspices of Shoe Travelers 


[Special Dispatch to Boot and Shoe Recorder] 


More than one hundred displays of 
footwear were exhibited by leading shoe 
manufacturers from all parts of the 
country at the thirteenth annual shoe 
buyers’ week at the Claypool Hotel in 
Indianapolis, Jan. 26, 27 and 28, under 
the auspices of the Indiana Shoe 
Travelers’ Association. 

Due to the sub-zero temperature with 
storms raging and traffic and transpor- 
tation practically at a standstill, the 
first day’s registration dropped about 
40 per cent below last year. Those 
present however, bought freely and 
dealers were more optimistic over the 
coming season than for several years. 
A general survey among shoe men re- 
vealed the fact that business in general 
was very much better than a year ago 
with an increasing demand for better 
shoes. 

Men’s footwear, it is forecast, will 
again swerve toward white for summer. 
Outstanding in the women’s sandal 
display was a shoe with tan background 
and purple heel, laced with strips of 
gold, pastel orange, blue, pink, green 
and yellow. Most styles in suedes, 


canvas, and linen material with a 
rounded toe and lower heels were dis- 
played. 

Men’s shoes sold in good volume as 
did women’s and children’s footwear. 
Practically every sample room in the 
hotel was pressed into service. Sales- 
men were unanimous in reporting and 
predicting another big white season. 
Lines of white footwear were the prin- 
cipal attractions and buyers were in- 
clined to place their orders for white, 
white trimmed in brown and some 
trimmed in black. From the general 
appearance the broad-strapped models 
for women have in many cases re- 
placed last year’s lace-tie oxfords. 
Luggage tan, a new combination, was 
one of the popular numbers. Men’s 
white washable calf was reputed to be 
the best seller. 

Charles I. Slipher, president of the 
Indiana Shoe Travelers’ Association, 
pronounced tlre buyers’ week a success, 
considering the adverse weather. The 
attendance and volume of business was 
good. 





Rochester Travelers Meet 


RocHESTER, N. Y.—The Rochester 
Association of Traveling Shoe Men 
held their annual meeting at the Cham- 
ber of Commerce and elected officers 
for the coming year. Jack Castle was 
elected president, Frank W. Rice vice- 
president, and Clarke B. Rowley sec- 
retary-treasurer. 

A memorial to a departed member, 
Frank D. T. Boule, was acted upon. 
Several of the charter members, in- 
cluding Charles J. Vegiard, Jim 
Beatty, A. C. Edson and Charles 
Briggs, answered to their names at 
the roll call. 


Fabric Plus Leather 
Features Spring Line 


_ Cuicaco—Marshall Field & Co. have 
joined the fabric parade with an un- 
usually selective line of high and me- 
dium grade oxfords, pumps and T- 
straps. The T-straps still continue to 
pull a certain amount of popularity 
in these grades. 

_ Shown in the fifth floor shoe salon 
is Field’s line of gabardine Aristos in 
somewhat smarter styles than last year, 
embracing the current streamline ef- 
fects. Outstanding among the large 
selection is the gabardine oxford with 
white stitched patent. A combination 
of gray with gun metal is displayed, 





also models in all blue and all black 
with non-scuffable high heels. Shown 
also is a broad strap model of gabar- 
dine with perforated calf trim and 
breasted Cuban heel. Colors are blue 
or brown. 

Another broad strap is included in 
the selection, with white stitched ac- 
cents. Continental heel places this 
shoe in the dainty class. Colors are 
gray with gun metal kid trim, or 
black with patent trim. 

One of the T-straps shown is a 
graceful gabardine with patent. White 
stitching relieves any plainness of de- 
sign, and the buckled high collar gives 
it an effect of class. Heels are of the 
Chinese non-scuffable type. Black is 
the only color displayed. 

In the medium price grade is shown 
a Paray fabric with leather strap of 
the wide variety. Colors are Venetian 
tan, gray or black. In the same price 
class is a Charbra spectator oxford 
four eyelet tie in gabardine with calf 
trim. The choice of black, blue or 
brown is offered in this number. 

This line is advertised as “fabric 
plus leather” and is made for the 
young moderns who demand dashing 
style as well as wearability in their 
footwear. Included in this line is the 
Ascot, a rather plain pump in black 
or blue gabardine with calf or black 
patent trim, or in gray suede. High 
heels and a drop-over extended tongue 
effect characterizes this number. 








EXCLUSIVE 
SALES APPEAL 


— quality 
—priced for profit 
—assured volume 


an S-V-M-: full-fashioned 


stocking 


It simply CANNOT run! 


SHEER CHIFFONS 
ALL SHADES 
° 


SCHUYLKILL VALLEY MILLS 


EMPIRE STATE BLDG., NEW YORK CITY 
SPRING CITY, PA. 
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FAIRY FORMS 
FOR HOSIERY 





hosiery volume. 


Northampton Frankfort 
England Paris Germany 
Melbourne, Australia France Mexico City, Mexico 


THE ONE AND ONLY WAY 
FOR GOOD HOSIERY DISPLAY 


How much better hosiery looks on your counters or in 
your windows when displayed on Fairy Forms! 


The new Spring shades, new textures and features are all 
displayed to their fullest extent—in a life-like way which 
catches the attention of every woman who passes by. 


Don’t miss this opportunity to increase hosiery sales— 
Fairy Forms are the most certain way to a greater 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


Manufacturing Branches 


United Last Co., Ltd., Montreal, Canada 
























New Paint and Carpets 
Pep Up Trade 


DALLAS, TEX.—A complete moderni- 
zation has taken place in the shoe de- 
partment in the W. A. Green Co. store. 
New wall to wall light gray carpetings, 
new light-colored backgrounds in the 
display cases, redecorated walls and 
ceilings and newly recovered seats have 
transformed this second floor depart- 
ment into a bright, cheerful section. 
The department looks a good third 
larger since the change. Many cus- 
tomers are daily voicing their appreci- 
ation of the change, according to buyer 
John F. Willis. Then, too, he says, 
since the work has been finished he has 
noted a decided pepping up of the sales 
force. Business here is showing sub- 
stantial gains in sales and profits every 
day this year, and these figures are 
being compared with a most satisfac- 
tory 1935 business, too. 





Fire Damages Shoe Store 


Ware, MAss.—Fire did more than 
$3,000 damage to the retail boot and 
shoe store operated by Samuel Breslar 
in the Sandford Building, Main Street. 
The blaze started in a nearby cafe and 
practically destroyed the entire block. 
Most of Breslar’s loss was caused by 
smoke and water. 


Frederick A. Cooper 


GROVETON, N. H.—F rederick A. Coo- 
per, 65, retail shoe store owner here 
and in Brockton, Mass., died suddenly 
at his home here January 15 following 
his custom of taking a late lunch before 
retiring. Death was due to a heart at- 
tack. 

Mr. Cooper at one time owned a re- 
tail shoe store in Brockton, Mass., later 
opening one of the finest retail shoe 
stores in northern New Hampshire in 
this section. 

He was born in Schenectady, N. Y. 
He had lived here since 1905, when he 
opened the shoe store. He is survived 
by his widow, one daughter and a son. 





Ernest Johnson 


RACINE, Wis.—Ernest Johnson, 78, 
Racine’s oldest shoe dealer, died Janu- 
ary 11 at his home here. During his 
entire business life in Racine he was 
engaged in the shoe business, for 20 
years operating a store at 406 Main 
Street in partnership with his brother, 
Louis, who died several years ago. 
Upon dissolution of that partnership he 
conducted the “White Front” shoe store 
at 209 Sixth Street, which he operated 
for 23 years. Retiring for five years, 
he opened another store in the Racine 
Manufacturing Co. Building. He was 
engaged in the retail shoe business 
here for 50 years and is survived by 
his widow, two sons and a daughter. 








Gives Employees Turkey Dinner 


York, Pa.—Mahlon N. Haines, owner 
of the chain of “Shoe Wizard” stores, 
scattered throughout the East, tendered 
the employees of the six local stores 
of the chain a turkey dinner, to start 
the new year. The dinner followed the 
annual meeting of managers of his 50 
stores, held in the afternoon. More 
than 150 attended. 

Mrs. Haines, and their two sons, 
Mahlon, Jr., and Stanley, both of whom 
are now associated with their father 
in the shoe business, were introduced to 
the gathering by the host who acted 
as toastmaster. Mr. Haines led a 
procession of employees into the dining 
room, each carrying a large roast tur- 
key, raised on Mr. Haines’ own farm. 

Frederick B. Gerber, city solicitor, 
was the speaker at the banquet. 





Open-Toe Patent Pump 


Los ANGELES, CAL.—With the 
thought of making a perfect match be- 
tween bag and shoes Bullock’s-Wilshire 
is presenting an open toe pump with 
patent on white buck, tying in with a 
white linen bag trimmed in patent. The 
following colors are shown in the pat- 
ent: rust, navy, royal blue, red, brown 
and black. The heel is high and cov- 
ered with patent, and the patent trim 
across the vamp presents an interesting 
design similar to that on the sides of 
the bag. 
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Half Page 

Burdine Ad- 
vertisement in 

the Miami Newspapers. 





| is 1934 We Gave You This! 


a 


in 1935 We Gave You This! 


AK 


and now Burdine’s gives you the 1936 


Sunshine Fashion Sandal 
by Seymour Troy 








A Sandal You'd Bo Lon Withew... 
wm the topes The epitome of all that « 
Pee resport mpred flattering The Sunshine 
Fashion Sandal of 1936 with gracetully higt 
temgued Turkah instep ware low 


A Sandal Thet leads 2... , 

the tashon parade! Perfect companion of your 
mormrgs on the beach your afternoons at 
the aces your nights under the stars A 
Suewhine Fashion FOR your Sunshine Faxhvons! 


A Gendal of Suede and Kid... . 
seemless ard sofi with the comlort fit of ats 
@ glove! THE Sanda! you'll demand in at least 4 


MIAMI =4 MIAMI BEACH: * 











The 1936 


Sunshine Fashion 


Sandal 


Seymour Troy 


ORIGINATION 


Registered U. S. Patent Office 
No. 98,191 





Seymour Troy gives warning that this new sensation in 
the shoe world belongs exclusively to Seymour Troy and 
must not be copied. 


Infringers of this shoe in its entirety or any interpretation 
thereof will be prosecuted to the fullest extent. 


SEYMOUR TROY, INC. 
200 Varick Street New York City 
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Sales Planning for Shoe Stores 


[CONTINUED FROM PAGE 24] 


I am convinced that the need is for 
more leadership and less drivership. 
You can’t preach salesmen into doing 
a good job. They have to be SOLD. 
If the boss is not consumer conscious 
and sales minded he can’t expect his 
help to be what he isn’t. 

I wonder how many men in this 
room know why sales are lost in their 
stores? In my connection with R. H. 
Fyfe & Co. I had lost sales slips ana- 
lyzed and placed on my desk in sum- 
mary form, every week. I found it very 
helpful in planning sales supervision. 
Here are just a few phases of selling 
that I am convinced most salespeople 
need help on: 

—How to size up customers. 

—Types of customers and how to 

know them. 

—How to win and hold customers. 

—The importance of approach and 

greeting. 

—How to plan a selling talk. 

—When and how to ask questions. 

—The importance of demonstrating 

in selling. 

—How to sell the second pair. 

—How to develop a selling personal- 

ity. 

—When and how to close a sale. 

—tThe secret in selling hosiery and 

accessories. 

I wonder how many shoe salesmen 
read the shoe trade papers and maga- 
zines? There are only a few in the 
shoe field, but they are full of useful 
and helpful suggestions for shoe sales- 
men. I recommend that a copy be given 
to each salesman or at least circulate 
the copies you have and check up to 
see that they are read. 

Why is it that one shoe salesman 
will sell accessories and another sell 
practically no accessories? I have in- 
vestigated this and find that salesmen 
sell few accessories because they know 
little about them. They haven’t the 
selling points well in hand. Another 
reason is their lack of understanding 
of the customer and how to appeal to 
him. The habit of not selling acces- 
sories gets stronger every day if you 
don’t do something to break it, until 
the salesman thinks he can’t sell ac- 
cessories. 

There is no reason why shoe stores 
can’t sell hosiery and other accessories. 
Other specialty shops thrive on the 
customers shoe stores send them. Why 
not plan now to have shoe customers 
finish buying their foot needs in your 
store? 

4. Style-minded buying. 


One reason for the marvelous suc- 
cess of the big chain store organizations 
is that they have put real style in low- 
priced shoes. The customer of today 
knows a lot more about style than her 
sister of a few years back. Splendid 
fashion news is published every day in 
newspapers, and magazines of national 


circulation are a powerful force in di- 
recting the desires of customers toward 
certain specific fashions. 

Style-minded buying creates selling 
opportunities. A woman may have 
plenty of shoes, but can easily be sold 
another pair if a fashion - conscious 
store shows her that she doesn’t have 
the correct shoes that fashion demands. 
The day is gone when shoes can be 
sold simply upon their novelty appeal, 
independent of major fashion trends. 
Alert manufacturers recognize this and 
so do the tanners of leathers. Their 
showings each season reflect increasing 
responsiveness to fashion trends. 

While fashion knowledge is a power- 
ful selling force—it must be accurate. 
Here again, the retailer can get much 
valuable information from those manu- 
facturers alert enough to supply it. The 
style-minded buyer knows that a 
woman is really interested in her whole 
outfit—not just shoes—and so relates 
his knowledge of shoe fashion with that 
of dresses, coats, suits and accessories. 

When a store gets to be known for 
its fashion-rightness it no longer needs 
to be afraid of the big black price ap- 
peal of its competitor. What woman 
wants unfashionable shoes even at a 
price? And that, I believe, is the weak- 
ness of much sales promotion that fails 
to succeed. It has no particular, specific 
appeal—just shoes—without any fash- 
ion significance. 

Now, don’t let us assume that we 
have to buy some new novelty that 
nobody has seen in order to have cor- 
rect fashion. Fashionable shoes are 
those that are in demand—that are 
wanted. Buyers and salesmen in stores 
have a perfectly natural tendency to 
tire of fashions after they have been 
selling them for a time. Fashions 
should be promoted and sold just so 
long as they are good—just so long 
as they sell. 

Another point about fashion, I be- 
lieve it is good business not to have 
any price penalty attached to fashion. 
As is demonstrated by chain stores, it 





DATES TO REMEMBER 


Northwestern Shoe Retailers Regional 
Association Convention, Hotel Radis- 
son, Minneapolis Feb. 2, 3, 4, 1936 

Nebraska Shoe Retailers Association, An- 
nual Convention, Grand Island, Neb., 

Feb. 9, 10, 1936 

Middle Atlantic Shoe Retailers Associa- 
tion 22nd Annual Business Meeting and 
Exhibition, Hotel Adelphia, Philadelphia, 

Feb. 10, 11, 12, 1936 

Leather Opening and Style Conference, 
Waldorf-Astoria, New York, 

Mar. 30, 31, 1936 

Spring Meeting Tanner's Council, White 
Sulphur Springs, Va May 7, 8, 1936 





is important that low-priced shoes be 
fashion-right, and that their fashion- 
rightness be made known. 

[Mr. Rush will discuss the subjects 
of window display, publicity, manage- 
ment and supervision in an article to 
appear in an early issue.] 


Flashing the News Everywhere 
[CONTINUED FROM PAGE 380] 


denced by the letters and clippings 
coming in all the time. Sport shoe 
week, sales campaigns, Spring and 
Fall shoe openings and even Christmas 
promotions have become cooperative 
events in various communities. Cooper- 
ative promotions are so _ successful 
wherever wholeheartedly carried out 
that merchants in every communit) 
should get together. 

And please don’t say: “You can’t 
get the merchants in our town to 
cooperate.” That’s the bunk. 

What about individual stores? Each 
must have its own program that dove- 
tails with the cooperative plans. It will 
need: 

Ads for newspapers—for special sec- 
tion, etc., and also for follow-up. 

Invitations to customers, if a general 
mailing is not used. 

Window and interior displays that 
are colorful and dramatic. 

Free foot clinics, and contests, de- 
pending upon the cooperative program. 

Package enclosures, concerning 
store’s service, care of the feet and the 
shoes you sell. 

Salespeople’s instructions—to bring 
them to a high point of efficiency. 

DO A GOOD JOB of promotion. If 
you slight it, the public will slight you. 
A cooperative program arouses mass 
interest. From then on it is up to the 
individual store to use all ethical means 
to profit through attracting the public’s 
attention. The point has been reached 
where stores that FIT FEET must 
take their places in the front ranks of 
the great NATIONAL FOOT 
HEALTH Parade. 

From time to time during the weeks 
before FOOT HEALTH WEEK, 
April 13 to 18, Boor AND SHOE Re- 
CORDER will offer plans and suggestions 
for the successful promotion of the 
event, 

Watch for them, and, in the mean- 
time, get your local cooperative pro- 
gram under way. 


Factory Improved and Enlarged 


Los ANGELES, CAL.—The capacity of 


California Shoes, Ltd., 2285 North 
Figuerora Street, has been increased 
from 400 to 700 pairs of shoes daily. 
The number of employees is now 117. 
New machinery has recently been in- 
stalled to carry the load. Shoes manu- 
factured are quite largely sports types 
and a full schedule for months ahead is 
reported by the owners, the Solnit Shoe 
Company. 
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hi608—Black Patent 
Maather  ...c00scecces le 

Ri613—White Kid .... 2.10 

R4351—Blue Gondolier 


Square Heel 


AA TO C WIDTHS RI2I7—Black Patent 





EE WE cccccecscoccce $2.10 

Above shoe also In Stock R1219—Black Calfskin.. 2.10 

in all materials with a round R122i—Brown Calfskin. 2.10 

toe with 21/8 Louis heel or R1223—White Kid .... 2.10 

11/8 block heel. R1225—Blue Kid ..... 2.10 
f4359—White Gondolier 

Cloth § ..cccccccccoree 2.00 







NANETTE 
. IN 
See STOCK 


63 Last, Square Toe, 13/8 
Square Heel 
AAA TO C WIDTHS 





$3.10 





ather 
AAA TO C WIDTH Rizae—Blue Kid nn: 338 
IDTHS “Ss eee x 
———. R1248-—White Kid ... 2.35 
95 Last. Medium Round Toe. 
21/8 Louis heel 
AAA TO C WIDTHS 


Above shoe also carried in all 
materials with 11/8 block heel. 


Send for Complete Spring Bulletin 


HANNAHSONS 


Sandals IN-STOCK 
HAVERHILL, MASS. 


Above shoe also carried in all 
materials with 11/8 block heel, 
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im portance of Counters 


FIRST let us consider leather counters, as this was the 
original material used in shoemaking and is today 
found in the most expensive men’s shoes, as well as in 
many women’s shoes. A well-made, solid leather coun- 
ler is a joy to the shoemaker. If properly made, it hugs 
the last closely and holds its shape. Most important 
of all, it stands up under hard wear and is so flexible 
that it will seldom wear out the shoe lining. 

The “shank fit” right and left counters hug the last 
at every point so that the shoe fits the wearer’s foot like 
a glove. Following the exact lines of the last as it does, 
the shank fit counter practically insures straight seams. 
It is used extensively in women’s McKay, welt and 
cemented footwear. 

For arch-support shoes the counter is either hali 
clamshell or full moulded, with the inside of the shank 
much longer than the outside to afford support for the 
arch. A perfected arch-support counter, made with the 
long inside end and formed to fit the arch of the last, 
is very practical in fibre. Without this feature it is 
difficult to make a good-looking and well-fitting shoe 
of the arch-support type. 

In the women’s shoes group there is the patented de- 
pressed flange counter. The depressed flange consti- 
tutes a groove around the bottom of the leather or 
fibre counter forming a bead on its outer edge. This 
development simplifies heel seat labor and is used to 
some extent for inexpensive sewed turn shoes. 

The rocker-bottom counter for turn shoes only is 
inserted into the shoe flat and wet. 

Men’s high-grade shoes carry flat scoured or half. 
moulded clamshell counters, while many medium-grade 
and nearly all low-grade shoes carry the full moulded 
counter. 

In arch-support shoes, the counter is either half or 
full moulded, with the inside of the shank much longer 
than the outside to afford support to the arch. 

Special counters are designed for men’s welt shoes 
so as to give a close seam; also for stitchdown shoes 
and sewed seat welts. Counters are especially con- 
structed with waterproof features for men’s athletic 
shoes. 

In the same way that there are differences in the 
quality of leather counters, there is also a variety of 
standards in fibre counters. Within recent years im- 
provements have been made in fibre counters, with the 
result that in workmanship and fitting quality these 
counters will stand more abuse and make a better-look- 
ing shoe than a cheap leather product. These counters 
are so inexpensive that shoe manufacturers of low- 
priced shoes can afford to use the best. Low-priced 
shoes are often ruined by the use of a counter that will 
not stand up under ordinary wear, and in all types of 
shoes it is essential to have a counter well fitted and 
with the proper flexibility. 
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A DAL STRAPPING, 


7NEW AND IN STEP WITH 
FASHION’S STRIDE 


To Manufacturer and Retailer alike, Texoid Sandal 

Strapping presents a fine opportunity to develop additional 
appeal in Sandals. 
New and attractive designs in several color combinations 
are available. A special chemical treatment makes this 
material practically waterproof and gives it outstanding 
durability in wear. Texoid conforms easily to the shape 
of the foot. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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REGIONAL / SERV 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N. Y. 


T. W. GARDINER CO, KRENTLER BROS. CO. 
LYNN, MASS. ST. LOUIS, MO. 


UNITED LAST CO, KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 


STEWART & PoTTERCO, THE LAST WORD ynitep tasrco., tr. 


BROOKLYN, N.Y. U N | T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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WEEK IN THE SHOE TRADE 


NATIONAL NEWS 









Many Attend Los Angeles Show 





Whites and Pastels Stand Out Prominently in Buying at Shoe 





NED DREYFUS 
Los Angeles Show Secretary 


Los ANGELES. — Attendance good, 
buying reasonably strong and a greater 
number of high style and high priced 
shoes on exhibit than ever before sums 
up the story of the fifth semi-annual 
exposition of the Shoe Travelers’ As- 
sociation of Los Angeles, held at the 
Biltmore Hotel, Jan. 20, 21, and 22. 

Ned Dreyfus, secretary, states that 
the attendance was greater than at any 
previous exposition with the exception 
of the first one held. Nearly eighty 
exhibitors took space, occupying the 
entire third floor of the hotel. Lines 
from practically all shoe manufactur- 
ing centers in the country were shown. 

A notable circumstance was_ the 
showing of a great many more locally 
manufactured lines, especially in sports 
and novelties. Exhibitors of high style 
lines were especially well pleased, more 
so in fact than at any time since the 
beginning of the late depression. A 
number of well-known eastern lines 
were shown for the first time. 

Ed Rhinhart, well known in the east 


Travelers’ Exposition—Blue for Early Selling 





as a manufacturer and stylist, now 
manufacturing a line in Los Angeles, 
wound up three days at the exposition 
with the impression that pastel fabrics 
are due for an inning this Summer as 
companions with white leathers. He 
expressed himself as satisfied that we 
have a more colorful summer ahead of 
us than for some time. In sport shoes 
he found a demand for stream line 
effects with low heels and more flexible 
soles. Beige will register this Sum- 
mer, especially so with a _ luggage 
brown trim, he stated. 

Other exhibitors took orders for pas- 
tels in patents but not in any surprising 
volume. These shades in patent are in 
the picture right now, however, and 
were shown by several manufacturers. 


For Immediate Business 


Buying for immediate resale, how- 
ever, gave emphasis to gabardine, both 
all-over and in combination in high 
style shoes. In walking shoes calf was 
out in the lead. Blue seemed an easy 
winner, especially in fabrics, for early 
selling. e 

Patent and kid showed speed for 
early selling and brown no doubt nosed 
in second to blue. In sport numbers 
the tan saddle on white buck took the 
eyes of buyers. 

One little girl showing a high style 
line had come but very recently from 
Paris. She showed an immense num- 
ber of pumps and step-in types with the 
military influence predominating. A 
great flat, leather throat buckle carry- 
ing either one or two rows of metal or 
fabric covered buttons, mostly metal, 
gave this effect. These numbers, she 
stated, sold in surprisingly large volume 
to southern California buyers. Her 
reception was such that she states her 
company will immediately put a man 
on the territory and cover it thorough- 
ly, a high resolution inasmuch as the 
line has previously been but little 
known in the Golden State. 

Buyers showed keen appreciation of 
[TURN TO PAGE 49, PLEASE] 





DALLAS PICKED FOR 1937 
TEXAS MEETING 


Fort Worth, Tex.—Dallas was selected as the 
1937 convention city by the Texas Shoe Retail- 
ers Association. In a spirited fight for the 


























































































R. C. MYNATT 
Heads Texas Shoe Retailers 


honor of entertaining the Texas shoe men for 
next year, Fort Worth finally withdrew in favor 
of Dallas in order that the newly-elected presi- 
dent of the state association, R. C. Mynatt of 
Dallas, might do the honors in his home town. 
Wylie E. Ecton of Oklahoma City was elected 
to serve on the board of directors for a three- 
year term. 


Following an eloquent plea by Manager L. E. 
Langston of the N.S.R.A. for more direct mem- 
berships in the national body, every individual 
member of the board of directors of the local 
state association agreed to join immediately. 
The Texas shoe retailers also voted to wage an 
aggressive membership campaign for the na- 
tional body with the view of making every 
retail shoe man in the state an active N.R.S.A. 
member. 


A committee composed of the following 
shoe men was appointed to carry out this 
program: Chairman, George Baum, Corsicana; 
W. A. Harris, Fort Worth; W. P. Barnes, San 
Angelo; Ben Phelps, Shreveport, La., and W. E. 
Ecton, of Oklahoma City, Okla. 
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Mexican Shoe Featured on Fifth Ave. 


The Mexican Huarache that is causing such comment among Palm Beach-bound travelers. 
It is a smart new all-around shoe made in ‘models for leisure wear, for street, sports and 





beach wear. This shoe is selling with 


able by several of the better Fifth 


Avenue shops. Reports from all over the country confirm its New York vogue. 


New YorkK—Something new in the 
way of shoes for southern resort wear 
is being shown by several of the better 
Fifth Avenue shops. The leather in the 
Poblano Huaraches, as these Mexican 
made shoes are called, is soft and pli- 
able. As it is cured and not tanned, in 
the American sense of the word, there 
is not the drying out or cracking of the 
woven uppers. 

The weaving in these shoes is pure 
Aztec in form and except for the styl- 
ing of the shape and sole and a few 
other minor adaptions to conform to the 
American foot, environment in which 
these shoes may be worn and concep- 
tion of smartness in footwear, it is 
typically native. 

Poblano Huaraches are entirely hand 
made in the Poblano shops in Mexico 
and could not be produced by machine 
methods due to their woven construc- 
tion. In Mexico each village has its 
own shoemaker or cobbler. Among the 
peons he is a man of distinction, classed 


with the glass makers, woodcarvers and 
decorative leather workers, each an art- 
ist in his own right. The cobbler trade, 
like those of his fellow artisans, is 
passed down from father to son. 

Due to their construction, Poblano 
Huaraches allow complete ventilation 
and freedom of movement to the foot, 
yet give a feeling of glove-like support 
to the arch and instep. The pivoted 
heel hugs the back of the foot thus do- 
ing away with friction on the sock or 
stocking. These shoes are fitted quite 
snugly as there is a slight give to the 
heel piece which results in a comfort- 
able fit after the first wearing. 

Although the smartness of their ap- 
pearance has brought them into favor 
as a sport shoe to be worn either in the 
city, country, camp, at the beach or for 
general sports wear, they are also ideal 
for use as a house slipper, due to their 
extreme comfort and do not give that 
“I have retired” look to the wearer. 





Shoe Fashion Guild Hold 
Annual Meeting 


New YorK—The Shoe Fashion Guild 
of America held their annual meeting 
in the Hotel McAlpin on Tuesday eve- 
ning, January 21, during which the 
officers were elected for the ensuing 
year. 

George Miller of I. Miller & Sons, 
Inc., was reelected president. The other 
officers elected were Murray D. Fine of 
the Premier Shoe Co., who was re- 
elected first vice-president; Herman 
Delman, Delman, Inc., second vice- 
president; Philip Weinstein, Martin 
Weinstein Shoe Co., third vice-presi- 
dent; Dan Palter, Palter De Liso, Inc., 
reelected secretary, and Newton Elkin, 
Newton Elkin Shoe Co., treasurer, suc- 


ceeding Morgan Grossman, of Morgan 
Grossman, Inc. 

In order to assure the success of the 
coming showing to be held May 18, 19 
and 20, Mr. Miller stated that the Guild 
have reserved 100 rooms at the Wal- 
dorf-Astoria for its May and November 
showings, that the publicity will be pre- 
pared in a short time and that the 
members, encouraged by the success of 
the last showing, will endeavor to pre- 
sent even more representative lines. In 
closing, Mr. Miller stated that he antici- 
pates about eight or ten new members 
will be taken into the Guild before the 
next showing. The meeting was closed 
following a short address by W. R. 
Parrott, the executive manager of the 
Guild, who called for closer cooperation 
between the members of the Guild, 
asked that they attend all meetings 


promptly and requested that in talking 
with manufacturers who are interested 
in becoming members of the Guild, they 
emphasize the fact that the Guild 
should be approached by them at an 
early date because, if the manufac- 
turers who are interested in becoming 
members of the Guild wait until the 
showing plans have been made, pub- 
licity budgets, etc., set up, it may be 
impossible to allow them to go into the 
showing. 


Gymnasium Opened for 
Thom McAn Employees 


CLEVELAND, OH10—The Thom McAn 
employees of Northern Ohio opened 
their new gymnasium and club rooms 
Wednesday evening, Jan. 15. This gym- 
nasium, which is located in the base- 
ment of the 735 Euclid Avenue store, 
is well equipped with a basketball floor, 
prize fight ring, wrestling mat, punch- 
ing bags, weight bag, two ping pong 
tables, locker room, shower bath and 
other gymnasium equipment. The 
opening night program _ featured 
a boxing exhibition between Jimmy 
Vaughn, one of the leading contenders 
for the world’s lightweight crown, and 
Ray Gregg, amateur champion of 
Cleveland. 

Three other bouts, a basketball game 
between two store teams and a ping 
pong tournament rounded out the 
sports program. The Thom McAn 
orchestra furnished music for dancing 
after which refreshments were served. 

Over 85 employees and their friends 
were present. Some of the guests of 
honor were Lester A. Fallon, sales 
manager of the Thom McAn chain; 
Carl Dowell, Ohio district supervisor, 
Mr. Stanley, Cleveland attorney; Mr. 
Abrams of BooT AND SHOE RECORDER; 
Mr. Sutter, manager of Truly Warner; 
Troy Bellini, National A.A.U. 118- 
pound champion (a Thom McAn em- 
ployee); Carl Lang, Ohio State skat- 
ing champion; F. O’Donnell, Cleveland 
sports announcer. 

Officers of the club are: Glenn Gil- 
lespie, president; H. Wochele, vice- 
president; J. Robinson, secretary; H. 
Wheeler, treasurer. 

The gymnasium directors are: G. 
Gillespie, H. Wheeler, J. Strunks, W. 
Purcer and B. Leavens. 


Advertises to Parents 


PHILADELPHIA, Pa.—A_ departure 
in the advertising policy of J. Edwards 
& Co. of this city, and one calculated 
to be of assistance to the retail mer- 
chants throughout the country han- 
dling this line of children’s and misses’ 
shoes, is the first appearance of an 
advertisement of the line in the [eb- 
ruary issue of Parent’s Magazine. 

It is stated that this promotion, 
which is the first of a series that will 
appear in the magazine, is expected to 
be of great assistance to the dealers 
because of the practically complete 
placement of their shoes geographi- 
cally, throughout the country. 
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Women's Shoes 


LUMBARD * 


Modern Turn Shoes That Fit 
gree WILL NOT GAP 
Ruby Kid New “SHORT BACK” Last 


in Stork §=30 STYLES Send for 
AS ee IN STOCK catalog f 


LUMBARD SHOE CO. 


ALK TESTED 


TURNS 


Sh OF AFA, CF A OF 1 I ED 


Children's Footwear 


LOAF 6 6 6 6 EF 





Wonderfully flexible 
tiny tot shoes in stock 
in widths sizes 2-6, 
62-8. 

ACROBAT SHOES, INC. FARIBAULT, MINN. 








MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Seles.. 0-3 
Intermediates 
Flexible Hard Soles. 2-6 


Bend for In-Stock 
Catalog 


MRS. DAY’S IDEAL BABY 
HOE CO. 


Leeust St. Danvers, Mass. 

















Michigan Merchants Honor 
William Livingston 


DETROIT—A crowning feature of the 
Michigan Retail Shoe Dealers banquet 
last week was the presentation of a 
card certifying life membership to Wil- 
liam Livingston, president of R. H. 
Fyfe and Company and dean of the 
shoe trade here. The presentation 
found Mr. Livingston overcome and at 
a loss for words temporarily. 

Mr. Livingston was chairman of the 
State Convention and his tenure of 
office was appreciated by Michigan shoe 
men who rewarded him with the life 
honor the first time this has ever been 
awarded. 

John Daly, former assistant to Al- 
bert Beckler, manager of the children’s 
department, on the second floor, for R. 
H. Fyfe and Company, has been made 
assistant to Frank M. Wood, manager 
of the women’s fashion shoe depart- 
‘ment on the third floor, one of the 
important departments of the store. He 
replaces Earl Smith, who went to 
Cleveland with the Higbie Company. 

W. B. Engelbrecht, formerly of the 
orthopedic department on the fourth 
floor, has been given Daly’s job as as- 
sistant on the children’s floor. 
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On the Selling End 


News of the Travelers and Sales Activities 


To Direct Tupper Styles 


New York.—Tupper, Incorporated, 
352 Fourth Avenue, New York City, 
has announced the appointment of 
Dave Silver as the style director of the 
firm, to be in charge of sales. 


DAVE SILVER 


Mr. Silver, who is one of the best 
known figures in the shoe business and 
a top grade stylist, was with I. Miller 
& Sons, Long Island City, for a period 
of more than 17 years, and more re- 
cently he has been associated with the 
Florsheim Shoe Company of Chicago. 

Mr. Silver is particularly well known 
as a “quality” man, and the shoe trade 
can expect to see shortly a continuance 
of the beautifully styled sandals which 
have already made Tupper, Inc., 
famous. 

With years of experience in all 
phases of designing, styling and fine 
shoemaking, Mr. Silver is well qualified 
to assume this responsible new position 
and he will, for the present, concen- 
trate on the Tupper Sandal line, creat- 
ing new and beautiful models for the 
Spring and Summer seasons. 


Central Shoe Co. Appoints 


Managers 


St. Louis—The Central Shoe Com- 
pany has appointed W. H. Ogden as 
general manager of the company, John 
P. Reed as general sales manager and 
William V. Rowe sales manager. 

Mr. Reed has been sales manager for 
the past eight years and for several 
years a credit executive of the company. 

Mr. Rowe is well known among the 
shoe travelers, having been on the road 
with the Central Shoe Company’s line 


for the past 14 years. For the past few 
years Mr. Rowe has traveled through 
Illinois. 


P. J. Watson Joins 
Corbin-Holmes 


NEw YorK—P. J. Watson, with of- 
fices in the Marbridge Building, New 
York City, is to represent the Corbin- 
Holmes Shoe Co. of Hudson, Mass., 
makers of women’s _popular-priced 
shoes, in the territory of New York 
State east to Pittsburgh, Pa., with New 
York City, Philadelphia and Baltimore. 

Mr. Watson is well known to the 
trade, having covered this territory for 
some years past, and will undoubtedly 
be a wonderful addition to his new firm 
and of valued assistance to his trade as 
stylist. 


Brauer Appoints Roy Sundling 


St. Louis — Roy Sundling, recently 
on the road with the Brauer Brothers’ 
Paradise line, has been appointed sales 
manager of the Paradise Division of 
the Brauer Brothers Shoe Company. 








ROY SUNDLING 


Mr. Sundling has been with Brauer 
Brothers for many years, starting as 
an office boy and finally as a salesman 
on the road. He is well known among 
the travelers and buyers in the shoe 
trade and at one time or other he has 
covered nearly every territory in the 
United States. 


Returns to Territory 


DETROIT, MicH.—Sam Rosenthal re- 
turned to Detroit and Michigan terri- 
tory last month as representative for 
the Smartstyle Shoe Company, estab- 
lishing offices at 2689 Hazelwood Ave- 
nue. Mr. Rosenthal was formerly in 
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this territory for a number of years, as 
representative of the Craddock-Terry 
Shoe Company and the Star Shoe Com- 
pany, going to the Ohio territory with 
the same companies in 1929, where he 
has been until the present time. Mr. 
Rosenthal reports a number of progres- 
sive accounts for Smartstyle among 
neighborhood merchants in Detroit. 


Bob Moody Changes Lines 


SAN ANTONIO, TEX.—E. H. (Bob) 
Moody, president of the National Shoe 
Travelers Association, has made two 
new connections. He is now carrying 
the Moulton Bartley, Inc., Highland, 
Ill., line, and the Foot Friend shoes 
made by Vogel Patton Co., Neenah, 
Wis. His present territory is all of 
Texas, Oklahoma, Louisiana and part 
of Arkansas. 





Obituary 
William L. Weiss 


PITTSBURGH, PA.—William L. Weiss, 
shoe buyer for the Frank and Seder 
store here, died of a heart attack Jan. 
16. Mr. Weiss came to the store as 
a salesman in 1918 from Brooklyn, 
N. Y. He was later made assistant 
shoe buyer and after remaining in that 
position for five years, he left to go 
to the Philadelphia store as _ buyer. 
After seven years Mr. Weiss left Phila- 
delphia and went to Gilchrist’s in Bos- 
ton where he became upstairs shoe 
buyer. He remained with the Gilchrist 
company for seven years and then was 
reengaged by the Frank and Seder 
store in Pittsburgh as upstairs and 
basement shoe buyer where he re- 
mained until his death. 

Mr. Weiss is survived by his wife and 
two brothers. He was buried in Brook- 
line, Mass., on Friday, Jan. 17. 


Harry J. Allen 


TuLsA, OkLaA. — Harry J. Allen, 
buyer and manager of the shoe de- 
partment of the Palace Clothiers for 
over twenty years, passed away Satur- 
day, January 11. 

Mr. Allen had been ill for only a 
short time, but he had been failing 
in health for several years. His pass- 
ing was deeply felt among his asso- 
ciates in the store and among traveling 
shoe men with whom he was well 
known and well liked. He had been 
associated with the shoe business for 
over forty years, and at his death 
Mr. Allen was 68 years of age. 


John J. Malloy 


HAVERHILL, Mass.—John J. Malloy 
died at Riverside Rest in Haverhill, 
recently, age 76. At one time he was 
a traveling shoe salesman, and later a 
manufacturer of wooden sole shoes 
in Georgetown and yet later a retailer 
of shoes in the same town. 


Julian B. Hatton Succeeds 
Father as Head of Leather Firm 


GRAND HAVEN, MICH.—At a recent 
meeting of the board of directors of the 
Eagle-Ottawa Leather Company, Wil- 
liam Hatton, organizer and president, 


JULIAN B. HATTON 


announced his intention to resign, and 
his son, Julian B. Hatton, was elected 
to succeed him. 
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From an unpretentious start in life 
as a farm boy in Ireland and later an 
emigrant to America, William Hatton 
achieved success as a tanner and cur- 
rier, and what is more, in what was re- 
garded as a ridiculous location. But 
time proved that the “Sage of Grand 
Haven” could lead his fast-growing or- 
ganization to premiere position as one 
of the world’s largest tanners. 

Moreover, when new conditions neces- 
sitated a changed program of operation, 
William Hatton, while zealously guard- 
ing his firm’s upholstery leather repu- 
tation and position, embarked upon a 
courageous program of diversified pro- 
duction, and organized highly special- 
ized divisions for the production of 
leathers for the shoe, bag, pocketbook 
and bookbinding trades. 

As an executive, he can point with 
pardonable pride to his record, which, 
from a comparatively insignificant be- 
ginning, enabled him to pay cash divi- 
dends of over $5,000,000 in addition to 
stock dividends aggregating more than 
$3,000,000, prior to the depression, and 
he has since kept industry going in both 
Grand Haven and Whitehall which is 
ample reason for the workers and citi- 
zenry to honor the industrial and politi- 
cal chieftain of western Michigan. 

Julian Hatton, the new head of the 
company, is a graduate of Harvard, a 
veteran of the World War, having been 
commissioned a second lieutenant fol- 
lowing a training course at Camp Lee, 
Va., and an experienced business man 
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with a well-rounded practical knowl- 
edge of the leather industry. For some 
years he has been a vice-president of 
the company and his exceptional orga- 
nizing ability has resulted in the adop- 
tion of many forward-looking and con- 
structive policies. He is a member of 
the board of directors of the Tanners 
Council and chairman of the Case, Bag 
and Strap Leather Group. 


Irving Edison Starts Loan Fund 


St. Louis—Irving Edison, vice-presi- 
dent of Edison Brothers Stores, Inc., 
donated one-half of his net personal 
salary to create a loan fund for the use 
of the employees of the company. The 
fund will be known as the “Irvson 
Benevolent Loan Fund” and it will be 
available to the salespeople and ware- 
house employees in case of emergency. 

In each store there will be a loan 
committee comprised of the manager 
and two long-time employees which wil] 
investigate the merits of each applicant 
for a loan. Trustees selected from the 
department heads and employees in St. 
Louis will make distributions on the 
recommendation of the local commit- 
tees. 


Branch Store Opened 


DETROIT, MicH.—The B & I Family 
Shoe Store at 7132 Michigan Avenue 
has branched out in, a new store at 
8704 Michigan Avenue. The new 
branch is managed by David Weinstein 
and Stanlet Obidzinski, sons of the 
owners of the B & I Family Shoe Store. 









Oldest Fifth Avenue Shoe Buyer 


New York—William N. Simerson, 
men’s shoe buyer for DePinna’s, Fifth 
Avenue store, is reputed to be the old- 
est shoe buyer on the Avenue. Un- 
likely as this may sound to his friends 
and associates, nevertheless it is true. 





















































W. N. SIMERSON 
Mr. Simerson, now in _ his late 
thirties, has been for seventeen of 


those thirty-odd years in the shoe de- 
partment of DePinna’s; five years as a 
salesman and the latter twelve years 
as buyer. This is thought to be some- 
thing of a record among the buyers 
in the Fifth Avenue stores. 

Mr. Simerson started in the shoe 
business when but a boy in his teens, 
in the stockroom of the shoe depart- 
ment of Gimbel’s. Leaving there he 
worked as a salesman in one of the 
Hanan stores in the city, where he 
stayed until the outbreak of the World 
War when he enlisted and remained 
in the service for the duration of the 
war. 

Upon his return in 1919, Mr. Simer- 
son joined the shoe department of 
DePinna’s as a salesman and remained 
in that capacity for five years. He was 
then made assistant buyer to Mr. 
Goode, was was the men’s shoe buyer 
at that time. When Mr. Goode left 
DePinna’s several years ago, Mr. 
Simerson succeeded him as buyer and 
he has held that position up to the 
present time. 

Mr. Simerson has done a fine job 
with the shoe department in this store 
and we would like to take this oppor- 
tunity to congratulate him upon his 
success and wish him the best of luck 
for years to come. 





H. Hess Moves Two Stores 


RICHMOND, Va.—H. Hess, owner of 
Herbert’s Shoe Store, has sold his pres- 
ent lease to Edison Brothers Stores, 
Inc., and will move his store to a new 
location nine doors from his old spot, 
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where he has done business for the 
past ten years. 

Mr. Hess is also moving his “Two 
Dollar Bill’? shoe store to more spacious 
quarters in the near future. Mr. Hess 
is the copyright owner of this trade 
name, the copyright covering the whole 
United States. 

Mr. Hess is well known to the shoe 
trade and has made many friends dur- 
ing the past 25 years, having merchan- 
dised and bought shoes for some of the 
largest shoe departments in the country. 








Dangerous Season Ahead? 


SAN ANTONIO, TEX.—E. C. McNeil! 
is now women’s shoe buyer in addition 
to buying the children’s shoes in the 
Guarantee Shoe Store. He will act in 
conjunction with J. M. Watson. E. B. 
Fisher, who formerly bought the wo- 
men’s shoes, has taken a similar posi- 
tion with the J. N. Adam store in Buf- 
falo. 

Speaking about local conditions Mr. 
MeNeill said: “With our stock down so 
much lower we are in a first class posi- 
tion to take advantage of all the new 
shoes as they come into the picture. 
This season we view as a most dan- 
gerous season, while it will be a profit- 
able one to the buyer who watches his 
stock. Seasons of many and high col- 
ored footwear are always full of pit- 
falls, but by sticking to sure-fire pat- 
terns and lasts, we know we will be 
able to make real money this Spring.” 


New Store 


Los ANGELES, CAL.—Charles Jacobs, 
well known in Los Angeles, has opened 
a popular price shoe store at 47:4 
Whittier Boulevard. The store is a 
family store with a 14-foot frontage. 





What's New 
Arch Curve Fitting 


New Selby Feature 


PorTSMOUTH, OHIO—The Selby Shoe 
Company, originator of the famous 
“heel to ball” measurement in shoe 
fitting, is launching another dramatic 
campaign in their Spring Arch Pre- 
server line. 

Instead of thinking in terms of 
length and width only, Selby’s Spring 
campaign gives the answer to a hither- 
to neglected factor—‘Arch Curve Fit- 
ting.” Here, it is claimed, is a focal 
point for securing perfect shoe com- 
fort. Orthopedists claim that a large 
percentage of foot troubles starts with 
improper fitting at the arch-curve. 
After styling shoes for millions of feet 
and developing lasts over a long period 
of years, Selby is now ready to present 
“Arch Curve Fitting.” 

The arches of women’s feet fall into 
three distinct classes: high, medium 
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form in arch-height: high, medium and 
low. They reason logically that the 
shoe which comfortably fits the high 
arch curve foot will be definitely pain- 
ful to the low arched foot. And, a 
low arch curve shoe which fits one flat 
foot will not support the arch of the 
foot with a high arch curve. While the 
medium or normal arch usually adapts 
itself to either a high or low arch 
shoe, it is better to fit such a foot 
to its own special type of arch curve. 

To: “know your arches” is a pre- 
requisite in selling comfortable, well 


Congratulations to 
Elizabeth Ambrose 


NEw YorK.—Joining Harper’s Bazaar 
this week, in the Fashion Service, Miss 
Flizabeth Ambrose becomes assistant 


Miss Ambrose has had a background 
of fashion training with such organiza- 
tions as Stehli Silk Company, Vogue, 
Newcastle Leather Company and the 
Allied Kid Company. She was the sec- 
ond of the young ladies to enter the 
field of leather stylists and was first 
to make a national trip, visiting mer- 
chants as far west as the Pacific Coast. 
Her fashion services have also been 
given to glove, shoe and rubber organ- 
izations. She has addressed trade 
gatherings in all parts of the country 
and has played a prominent part in the 


fitted shoes. Not only health and com- semi-annual shoe styles conferences 

fort are enjoyed when the arch of the for a number of years. i 
Shoe foot and the arch of the shoe syn- At the moment she is taking a mid- 
nous chronize, but correct posture, poise winter holiday to Porto Rico and the 
shoe and body balance are acquired. Facial Caribbean and will soon be deep in 
natic beauty, too, is another interesting phase the promotion of Spring Shoe Openings 
Pre- to consider when purchasing well-fitted sponsored by Harper's Bazaar. 

: ; : She carries with her to her new work 

. of ary fatigue and the attendant lines the friendships and respects of the shoe, 
ring ai ncagey —— face may be due, leather and rubber industries. 
te ng — “i a to the ‘ee 
Fit- aan oes ts Cp eee: Leases Site for New Factory 
eal fter years of experiment and re- 
co search, the Arch Preserver line, with HANOVER, Pa.—H. Jacobs, Breokiyn, 
<a its diversity of arch heights, provides = Y., mene of at — 
with a conclusive answer to the need of pide i i ad oT py Ho “ae 
rve. this vital factor in shoe fitting. Every- at A ng gel here : and 
feet a points to the fact that Arch Curve MISS ELIZABETH AMBROSE will soon open a shoe factory to employ 
riod itting is going to be an important part between 500 and 1,000 people. Details 
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of shoe selling in the future, accord- 
ing to L. M. Doty, general sales mana- 
ger of The Selby Shoe Company, who 
is in charge of the national promotion. 


to Miss Helen Cornelius in the field 
of fashion work that contacts trade and 
original sources in all apparel per- 
tinent to feminine wear. 


of the new factory are not yet known 
but it is planned to start operations as 
soon as machinery being shipped here 
can be installed. 
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O.S.I. Retailers Meet 


Fort WortH, TEXxX.—Many dealers 
handling the shoes made by Orthopedic 
Shoes, Inc., met in a joint business ses- 
sion at the Hotel Texas here during 
the time of the Texas shoe conven- 
tion. Representatives from the home of- 
fice in Portsmouth, Ohio, who came 
especially to be at this gathering, in- 
cluded E. L. Kimball, Walter R. Tufts 
and H. C. Segur. A. L. Wiskochil acted 
as chairman. An interesting program 
was arranged that covered many sub- 
jects of vital interest to the dealers. 
The speakers and their subjects were 
as follows: 

Welcoming address, E. L. Kimball; 


BOOT AND SHOE RECORDER, February 1, 1936 


When Wizard Men Get Together 


In attendance at Wizard conference: Top row (left to right): J. A. Hamilton, Southern 


States; W. F. Glaser, Pacific Coast; H. S. Gardner, president; |. 


Lewin, East Atlantic 


Seaboard States; Middle row (left to right): J. B. Reinhart, Jr., Adv. and Sales Promotion 

Mgr.; J. B. Reinhart, Sr., vice president; L. C. Lyman, East Central States; C. H. Delano, 

New England States; Bottom row (left to right): W. F. Richter, Mid-Central and North- 

western States; A. J. Hart, New York City; G. F. O'Brien, West and Mid-Central States; 
L. E. Finkle, Southwestern States. 


St. Louis.—With district managers 
representing the entire United States 
contributing to one of the most inter- 
esting and instructive gatherings in 
Wizard Company history, the national 
sales conference of that organization 
was held Jan. 2 to 6, under the direc- 
tion of J. B. Reinhart, vice-president. 

Each district manager gave a report 
of the conditions in the territory under 
his supervision. The progress made 
with each item in Wizard line was 
dramatically presented by interesting 
and colorful illustrations with a “Be- 
fore” and “After” story about each 
one. Each illustration was conclusive 
of the progress Wizard dealers and the 
Wizard company have made. Adver- 
tising and constructive dealer helps for 
1936 were vividly presented by J. B. 


Reinhart, Jr., director of advertising 
and sales promotion. 

William Glaser and George F. O’Brien 
were awarded solid gold diamond set 
Trimfoot insignias in recognition of 
their outstanding sales records. Each 
district manager who wins this insignia 
is automatically appointed to the board 
governing the national “Trimfoot Mul- 
tisales Club.” I. Lewin and L. E. 
Finkle were appointed to the board in 
1934. 

H. S. Gardner, president of the 
Wizard Company, in his concluding 
address, stated that the Wizard Com- 
pany would continue to confine their 
selling efforts to shoe and. department 
stores, thereby protecting their many 
dealers from cut-rate competition. 





“Promotional Methods Through Hospi- 
tals and Doctors,” Ed. M. Evans, of 
Dallas; “Other Outside Promotional 
Plans Through Teachers’ Conventions, 
ete.” J. P. O’Rourke, of Oklahoma City; 
“OQ. S. I. Men’s Shoes—Ideas for Their 
Promotion,” W. R. Tufts; “Keeping Up 
Enthusiasm in the Store,” John Sho- 
walter, of Kansas City; “Why Don’t 
We Sell More Shoes?” Dr. Howard 
Johnson; “The O. S. I. Market and 
How Best to Reach It,” H. C. Segur; 
“The Necessity of Proper Shoes to Ob- 
tain Foot Correction,” Dr. H. B. Hun- 
ter; “Why I Adopted the Cabinet 
Plan,” Dr. Marshal Harvey; “Retail 
Expense Budgeting and Management,” 
E. L. Kimball. 

An added feature was a most inter- 
esting talk on leathers from both the 


style and orthopedic point of view by 
Miss Pauline Morgan, fashion consult- 
ant for the Amalgamated Leather Co. 
The close attention paid to the fashion 
picture as painted by Miss Morgan was 
evidence of the style-mindedness of this 
group. 


Gray Looms for Spring 


MEMPHIS, TENN.—It is the belief of 
Wexner Bros. that in the high style, 
top grade field, gray will equal blue’s 
1935 volume for the early Spring busi- 
ness. This will be followed by a wave 
of high colors, especially iridescent 
patent leather and dainty pastel 
colored kids. Trimmed and _ reversed 
treatments will show stronger as the 
season progresses into white selling. 
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Many Attend Los Angeles Show 
[CONTINUED FROM PAGE 41] 
square toes and both square and panel 


type heels. These were shown not only 
in sports but also in sandals for more 
dress-up purposes. Square toes and 
heels are due to gain as the season 
advances, stated the little girl who had 
just come across the water. 


While some few were inclined to 
think pastels would cut in noticeably 
on the white volume, others felt that 
pastels would be additional to whites 
and would not cut in on them. It would 
be a safe estimate to state that nine 
out of ten buyers as well as exhibitors 
felt that the summer would be just 
about as white as a Summer could be. 


Any effort to describe the kinds and 
variety of sport shoes should be made 
only by a dictionary maker. Sport 
types gain ground every year in south- 
ern California and adjacent areas for 
the people do insist on living out-door. 
Comfort and freedom are key words 
as well as religious principles! Special 
mention might be made, however, to 
the increasing number of colored crepe 
soles. 

Ned Dreyfus and the new president, 
B. A. Selser, each make the statement 
that this was an exposition where busi- 
ness took precedence over social activi- 
ties. The only social event was the 
closing dinner in the Biltmore Bowl 


attended by a good representation of 
shoe men, buyers as well as factory 
representatives and their wives. The 
hotel management staged a floor show 
during and following the meal and a 
dinner dance gave a touch of joviality 
to a big wind-up. There were no set 
programs or round-table discussions. 

Two telegrams were received. One 
came from Joe Kalisky, former presi- 
dent of the association and now presi- 
dent of the Shoe Travelers’ Association 
of Chicago. The other came from the 
president and secretary of the national 
association—E. H. Moody and Thomas 
A. Delany. Their joint telegram 
brought felicitations and urged a 100 
per cent membership not only in the 
local association but in the national as 
well. Mr. Kalisky took occasion to 
state that he was again in good health 
after having undergone a severe illness 
of several months’ duration. Mr. Kalis- 
ky had been president for several 
years. 

According to tentative schedule the 
next semi-annual exposition will be held 
in Los Angeles in June. 


New Burdine's Shop Opened 


MIAMI BEACH, FLA.—The shoe de- 
partment in Burdine’s new Miami Beach 
shop is the last word in cleverness and 
beauty. The space devoted to shoes 


has been divided into two quite sep- 
arate departments, one for men and 
the other for women, yet they are a 
part of the entire picture. A _ semi- 
circular wall built into the room leaves 
a good sized section to one side which 
is devoted to men’s shoes. Inside the 
circle is the women’s department. Con- 
cealed stockrooms to the rear are used 
and accessible to both departments. 
Indirect lighting creates a soft sun- 
shine glow which is reflected in the 
yellow leather of the chromium chairs. 
A great circular rug covers the floor 
and extends over into the next depart- 
ment. 


Designs Foot Portfolio 


DETROIT—A new portfolio has been 
designed by Nathan Hack, of the Hack 
Shoe Company, to use in taking Foot- 
O-Graphs, or foot impressions. The 
portfolio, in black leather about 6x15 
inches, folds over. When opened, the 
customer stands on a piece of heavy 
paper, protecting the stocking from the 
ink, which is on specially processed 
cloth beneath and records on the paper 
form below. 

A pocket on the other side allows the 
use: of this side for stocking extra 
forms. Hack is planning to have this 
item produced for general distribution, 
and is completing production plans at 
present. 
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"Nobby Buttons" on Alligators 
in Los Angeles 


Los ANGELES, CAL.—“‘Nobby _ but- 
tons” on alligators have made a hit at 
the May Company in a big line of $6 
sports numbers also featuring square 
heels and square toes. 

These “nobby buttons’ are used in 
place of eyelets or hooks in lacing, so 
the wearer has a tie without the real 
iie effect. Four outstanding colors are 
brown, luggage tan, amber brown, blue 
and black. 

“These are not imitation, they are 
real alligator,” says John Knudson, as- 
sistant buyer, “and they go with tweeds 
and other rough maierials like crackers 
go with cheese. One color is proving 
about as popular as another. Possibly 
the new luggage tan is doing as well 
as any.” 

Sandal types in the same colors and 
materials and with the square toes and 
heels are also shown. 
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Shows Shoes to Sell Typewriters 


Tar Bed Fes Spc he 2 Bain] 


The above photo shows a unique window installed by Underwood Elliott Fisher, local 
agency for Underwood typewriters down in Nashville, where the General Shoe Corporation 
makes the well known "Friendly" and "Fortune" shoes for men. 

A large streamer tells that ‘Underwood Elliott Fisher Speeds the World's Business" for 


the "General Shoe Corporation." 
a very effective tie-up. 


Then, queries a smaller sign, why not yours? 


It makes 


The tie-in is effective and stopping. Here's a suggestion for extra display space for shoe 
merchants. How about displays of shoes featured by the electric company, the telephone com- 
pany, or some other service to your store. It can be done, and it's worth while to your store. 





Middle Atlantic Convention Program 


PHILADELPHIA — Two thousand shoe 
men will travel to Philadelphia Monday 
and Tuesday, Feb. 10 and 11, to attend 
one of the greatest regional shoe meet- 
ings held in the eastern part of the 
United States, to be held at Hotel 
Adelphia. 

I. C. Smashey, president of the Mid- 
dle Atlantic Shoe Retailers’ Associa- 
tion, stated that at a recent meeting 
with chairmen of the committees who 
had a part in the promotion of the 
22nd Annual Convention, all reported 
that the work was about completed. It 
was unanimously agreed that from the 
reaction they have had from the trade 
in general this would be one of the 
best and biggest shows the M.A.S.R.A. 
has ever staged. 

Gordon Evans, chairman of the Dis- 
play Committee, reported that there 
will be in excess of one hundred ex- 
hibits, including the foremost manufac- 
turers and wholesalers in the industry. 
The M.A.S.R.A. 22nd annual meeting 
is well timed to place orders for last 
minute Easter style requirements, the 
dates being just nine weeks before 
Easter. This allows plenty of time for 
make up orders, and to have shoes in 
store several weeks before Easter. 

The convention program is announced 
as follows: 

Monday, Feb. 10, Business Luncheon, 
at 12.30 p. m., Gordon Evans, of Lewis 
and Reilly, Scranton, presiding. Presi- 
dent Smashey will present his annual 
message. Brief address—Lee Langston, 
New York City, Manager of N.S.R.A. 
Principal speaker will be George Gurn- 
sey, editor of Retail Ledger, Phila- 
delphia, Pa. Mr. Gurnsey will deliver 
an address on “Selling Quality Shoes 
at a Profit.” Open forum; merchandis- 
ing; advertising and financing. 

Tuesday, Feb. 11, Business Luncheon 
at 12.30 p. m., A. H. Bogutz of Bonwit 
Teller Company, Philadelphia, Pa., 


presiding. ‘The Reasons Back of the 
Reasons for Shoe Fashions,” Miss Ruth 
Kerr; style analyst for the Calf Tan- 
ners’ Association. ‘Shoe Business in 
the Spring of 1936,” Miss Hilda Rau, 
style service director for Robert H. 
Foerderer, Inc. “Shoe Fashion as Part 
of the Costume,’ Miss Jessie Daves, 
on the staff of Vogue Magazine. 
Open forum; styles and styling. 

Wednesday, Feb. 12, Business Lunch- 
eon at 12.30, Owen W. Metzger of 
Wetherhold and Metzger, Allentown, 
presiding. “Building Retail Salespeo- 
ple,’ Maxwell I. Schulty, general 
sales manager, Willmark Service Sys- 
tem, Inc. Open forum; salesmanship. 

The three luncheon sessions will be 
short, snappy, and right to the point, 
endeavoring to center the talks and dis- 
cussions on Monday on merchandising. 
Tuesday, like Monday’s session will be 
limited to one hour and a half. The 
entire session will be devoted to mer- 
chandising of style footwear. At Wed- 
nesday’s “zssion an effort will be made 
to emphasize the advantages derived 
from retail salesmen’s personal con- 
tacts with consumers. The few speak- 
ers who will address the luncheon ses- 
sions are successful in their line of 
endeavors, and well qualified to bring 
a most helpful message to all. 

Stag night will be held Tuesday eve- 
ning, Feb. 11,10 p.m. George N. Geut- 
ing of Philadelphia will be in charge. 
It is the intention of the association 
officers and executives to conduct our 
open forum meetings just before the 
close of each day’s business luncheon 
sessions as a personal experience meet- 
ing along the lines of old fashioned 
town hall meetings. One of the 
M.A.S.R.A. directors who will be prom- 
inent in leading discussion at the 
open forum meetings is James E. 
Baab, Jr., of Ballard and Smith, Suf- 
folk, Va. 
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Other 
People’s 


By HARRY RB. TERHUNE 


1936 


Ideas 


Field Editer, BOOT AND SHOE RECORDER 


A FULL-PAGE advertisement used 
by Robert A. Sills Co., Greensboro, 
N. C., in the beginning of the sea- 
son in which 26 different styles of 
women’s shoes were illustrated, 
proved to be very helpful to the 
customers in making their selec- 
tions. As W. H. Sills, the adver- 
tising manager of the store, points 
out, the ease in the making of the 
selections resulted in a nice in- 
crease in business for the store. 

This page advertisement, which 
was run in the Greensboro Daily 
News, was set up to present prac- 
tically all of the store’s various 
styles in a clear understandable 
way, segregating the different lines 
under the large trade names, and 
giving a clear, concise description 
under each cut. 

Much favorable comment was re- 
ceived by the store, Mr. Sills tells 
me, on account of the unique char- 
acter of the copy and layout. He 
feels that the message reached a 
large number of people that hereto- 
fore had not traded with them. In 
addition to the regular issue in the 
newspaper, a large number of re- 
prints were run off. These were 
used in response to mail inquiries, 
as package stuffers and in a direct 
mail campaign. 

Such good results were accounted 
for that this form of seasonal 
opening advertising will be con- 
tinued in the future. 


Or; 


A SHORT while ago the Pitts- 
burg, Kansas, newspaper tried the 
stunt of running a double page of 
advertisements of the various local 
business men. This was titled “Get 
Acquainted Page.” No names were 
given in the copy, as the object 


was. to have the people furnish this 
information from their own knowl- 
edge of the businesses, the person- 
nel and the slogans regularly used. 
A prize of $5.00 was awarded to 
the best answer received. 

Bormaster’s Shoe Store entered 
the contest by showing three mem- 
bers of the store organization over 
the caption of “The Charmed Cir- 
cle of Vitality.” This slogan is 
one used by the store for some 
time in the successful promotion 
of their very active Vitality shoe 
department, so was well known to 
the newspaper’s readers. 

A considerable amount of good 
lasting publicity resulted to the 
store, Mr. Bormaster reports, and so 
he considers the idea a most prac- 
tical one. The accompanying illus- 
tration was taken from the news- 
paper advertisement. It shows Ted 
Vorhies as Mr. A; John Prete as 
Mr. B, while Mr. C is the store 


manager, Sam Bormaster. 


SPECIALTY and general line 
family shoe stores, as well as de- 
partment stores, have long since 


found one of the best ways of de- 
veloping the trade of the entire 
store is by having a good active 
children’s shoe department. Now 
comes a shoe man who specializes 
exclusively on shoes having a 
health angle and who is working 
along precisely the same trend with 
excellent results — J. P. O’Rouke, 
whose Foot Health Headquarters 
shoe store is in Oklahoma City. 

In addition to the usual forms 
of publicity, such as windows, news- 
paper advertising and booklets, Mr. 
O’Rouke has found it worth while 
to do some direct mail in the form 
of letters to the local doctors in- 
terested in promoting children’s 
health and to a selected list of 


‘parents. The way of interesting 


these people in children’s shoes is 
handled rather deftly, as excerpts 
from store letters will show. 

To doctors: 

“In connection with your work 
of promoting children’s health, you 
surely must recognize the priceless 
value of healthy normal feet. 

“T have found that the public 
too often imagines that ‘just any’ 
shoes will do for a growing foot. 
If that impression could be cor- 
rected through the advice and teach- 
ing of people in responsible posi- 
tions, a great step would be taken 
toward minimizing the tremendous- 
ly high percentage of adults with 
malformed feet and general foot 
ailments. 

“With that thought in mind, I 
have recently been making a rather 
intensive study of children’s feet— 
and how best to prevent the foot 
troubles that incorrect shoes so 
often cause. To aid me in this 
work, I have selected Physical Cul- 
ture Children’s Shoes. I believe 


they are as nearly correct for grow- 
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ing feet as shoes can possibly be. 

“T am enclosing a booklet which 
tells something of the story behind 
these shoes, and also gives a few 
pertinent facts about correct fit- 
ting and shoe structure. 

“If you would care to inspect 
our shop, I would certainly appre- 
ciate your visit. When you see the 
care we take to insure a_ perfect 
fit... and the intelligent attention 
our expert fitters give to each spe- 
cial case . . . you will come to 
understand, I hope, the fine work 
we are doing to set young feet on 
the path to health and normality.” 

To old customers: 

“I’m sure you have heard a lot 
of talk about the ‘correct shoes for 


children’s feet.’ Everyone seems to ° 


recognize that the growing foot 
needs special care. And yet, isn’t 
it strange that so many parents 
permit their children to be fitted 
with ordinary footwear?  That’s 
probably because they believe that 
since their youngsters soon out- 
grow their shoes, it matters little 
what kind of shoes their children 
wear. 

“Such a belief is, of course, 
false. For at no time is it more 
important to guide the foot to 
health than when it is developing. 

“I am enclosing a little folder 
which tells you something about 
these shoes. Why not bring your 
youngsters in and let our experts 
fit them with a pair of our good- 
looking and long-wearing school 
shoes? They will do much to pre- 
vent future foot troubles.” 

While another letter to custom- 
ers starts off with: 

“Does your child ‘kick through’ 
shoes as if they were made of pa- 
per? Shoes that aren’t built clear 
through with tough enough mate- 
rials to.resist this youthful punish- 
ment just can’t stand up! 

“That’s why I thought you might 
be interested in the enclosed folder 
about Physical Culture Children’s 
shoes. When these shoes were first 
made they were tested in the only 
laboratory that could mean any- 
thing—on the feet of growing boys 
and girls! And after they came 
through THAT test-—the makers 
knew they were good. And I’m 
sure you'll agree with them. 


“Why not bring your child in 
for a pair of our good-looking, 
long-wearing school shoes? You'll 
find the same careful attention to 
fitting and detail that all our old 
customers know and like.” 


Ort 
A MOVING FIGURE which nods 


his head and pounds on a shoe 
proved to be a first class attention- 
getter in the window of the Junior 
Boot Shop, located in the Medical 


Mechanical shoemaker—nods his head, 

hammers on shoe—and gets a lot of 

attention in window of Seattle shoe 
shop. 


Dental Building in Seattle, Wash- 
ington. What made the display 
doubly interesting was that the 
shoes which the figure is working 
on were a pair worn by the father 
of T. Edward Foote some 68 years 
ago, and were made by Mr. Foote’s 
grandfather. 

“This trim, which was fixed up 
by my father, not only stopped the 
people, but it sold shoes,” says 
Mr. Foote. The Junior Boot Shop 
specializes in shoes for youngsters 
and is owned by L. R. Wallen and 
T. Edward Foote. 


OF! 
®6QELLING the hard-to-fit cus- 


tomer who has some foot trouble 
a pair of satisfactory shoes in a 
neighborhood shoe store is made a 
very easy transaction when the pro- 
prietor knows his business and is 
up and above board with his trade,” 
is the conviction of A. Schuchman. 
This aggressive shoe merchant op- 
erates a good shoe store at 890 
Prospect Avenue in the Bronx sec- 
tion of New York, a locality where 
shoe selling is quite competitive 
and the trade extremely hard to 
sell. Mr. Schuchman is president 


of the active association of the 
Bronx retail shoe dealers, so his 
comments of shoe store operations 
are worth consideration. 


OP) 


@NE of the innovations which 
Ward B. Brazleton tried out in his 
new Portland, Oregon, shoe store 
was the using of a cardboard life- 
sized female figure for a night dis- 
play attention-getter. This figure 
stands just inside the door with 
a spotlight thrown on it, so that 
the window shopper gets the im- 
pression of a real person standing 
there. A sign at the bottom of the 
figure tells a story of the shoes fea- 
tured. Mr. Brazleton figures that 
evening shoppers have more time 
to read descriptive cards, so he 
gives quite a complete talk on the 
main selling points of his shoes. 


Or) 


*°NN 1935 I was very much im- 
pressed by the trend toward better 
merchandise,” says W. E. Ecton of 
Oklahoma City, “while this year we 
find the trend to be much stronger. 
Women want shoes to go with cer- 
tain costumes. They want gray. 
They want blue and they want 
brown. Our present comfortable 
increase is coming from women 
being more style-minded and spend- 
ing more money in gratifying this 
desire. Again more people are 
opening charge accounts and their 
credit ratings are much _ better. 
People are living within their 
means, yet they are living better 
since they have cleaned up all their 
old debts. Installment buying has 
greatly ceased in our grades, for 
people are budgeting themselves.” 


ort 

FARMERS’ income from produc- 
tion for 1935 totaled about $8,110,- 
000,000, as compared with $7,300,- 
000,000 in 1934 and $5,337,000,000 
in 1932, a gain of 11.9 per cent 
and 51.9 per cent, respectively. 
This included approximately $480,- 
000,000 in rental and benefit pay- 
ments. More than two-thirds of 
income increase since 1932 was 
due to improved market position, 
and less than one-third to direct 
cash payments. 
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SALESMEN WANTED 





SALESMEN WANTED 





POSITION WANTED 





WANTED: 
vania, Line Infants’ Prewelts and Men's 
Beach Sandals, commission basis. The Kepner- 
Scott Shoe Co., Orwigsburg, Penna. 


Salesman for Western Pennsy]l- 





ANTED—Salesman—Carry as side line 

America’s finest white polish. Low prices, 
liberal commission. Miracle Polish Co., 2319 
Delmar Blvd., St. Louis, Mo. 





ANTED—Shoe Salesman now traveling ter- 

ritory to sell new comfort Arch Support 
Cushions as a side line (pocket samples). Pro- 
tected territory. Write Orthopedic, 86 Ellicott 
St., Buffalo, N. Y. 


SALESMAN— Experienced with established 
following for the state of Ohio to carry our 
Brockton made men’s welts, and complete lines 
of women’s novelty, sport type McKays and 
welts. In applying give references, age and 
previous experience. Diamond Shoe Company, 
139 Duane Street, New York, N. Y. 








E XPERIENCED shoe salesman with an estab- 
lished trade in Western Pe nnsylvania, to 
carry exclusively lines of women’s novelties, 
women’s sport type McKays and Welts for a 
New York Jebbing House. Give references, Age. 
Address E-597, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





HE fastest growing nationally advertised shoe 

whitener CARBONA. Its slogan “WILL 
NOT RUB OFF” is a fact, not merely a claim. 
Write fully, Carbona, 304 West 26th Street, 
New York, ¥. 





War TED—Experienced salesman to handle on 
commission line of Women’s Arch Shoes re- 


tailing $4.00 and $5.00. 40 patterns carried in 


stock, factory proposition give references, Ter- 
ritory open—Virginia, Illinois, Wisconsin and 
Missouri. Address E-598, care Boot & Shoe 


Recorder, 239 West 39th Street, New York, 
N. Y. 








SAL [ESMAN to sell Pennsylvania made line of 
Children’s Prewelts to Wholesale trade and 
volume accounts. Case lots only. Can be car- 
ried with non-conflicting line. Good oppor- 
tunity for right man. Address E-599, care Boot 
& Shoe . en 239 West 39th Street, New 
York, N. Y. 


ALESMAN to carry as side line a fast selling 

line of Infants’ 1 to 4 Flexible Sole Prewelts. 
Commission basis. 15 samples in the line. Ad- 
dress E-600, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y 


XPERIENCED salesman to cover Central, 

Southern, and Western New York State, 
with a popular priced line of Infants’, Children’s, 
and growing Girls’ foot wear, to retail from 
$1.00 to $2.00. Give experience and references 
in first letter. Commission basis. Arenberg- 
Plotkin Shoe Co., 336 Penn Ave., Scranton, 
Pennsylvania. 


T° represent the outstanding line of Penn- 
sylvania made Growing Girls’, Misses’ and 
Children’s Goodyear welts—Littleway and Pre- 
welts in Wisconsin; Illinois (not including the 
Chicago Loon); and Towa. Strictly Commis- 
sion basis. We have large In-Stock Department 
and good business in this territory. Must travel 
by car. f you haven’t a well established fol- 
lowing, don’t bother to apply. State age, and 
give us references, and a complete line on 
yourself. Address E-601. care Boot & Shoe 
Recorder, 56th & Chestnut Sts., Philadelphia, Pa. 

















E want an experienced salesman to sell our 
‘Y line of Welts, Prewelts, and Littleways— 
Children’s, Misses’ and Growing Girls’ in South- 
ern Missouri; Arkansas; Oklahoma; and Kan- 
sas. Liberal Straight commission. Large In- 
Stock Department. Travel by car essential. In 
your reply, give us your history, age, and sev- 
eral references. CURTIS STEPHENS EM- 
BRY CO., P. O. Box 909, Reading, Penna. 





ALESMAN WANTED: Experienced Whole- 

sale Women’s Novelty Shoes. Two to Three- 
fifty Retailers. Covering Virginia and Caro- 
linas. Vanity Shoes, 34 N. Fourth Street, Phila- 
delphia, Pa. 





ALESMEN, live wire with established trade 

for Brooklyn, Long Island, Westchester, Con- 
necticut, Eastern Pennsylvania. Fast selling 
line of Juvenile shoes. Main or non-conflicting 
side line. Commission basis. References. Ad- 
dress E-602, care Boot & shee Recorder, 239 
West 39th Street, New York, N. Y. 





ALESMAN—Traveling Connecticut and New 

York State. Juvenile shoes in stock; side 
line. Address E-604, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





FOR RENT 





ODERNLY equipped shoe store—beautiful 

front-—-low rental—established 1899. Owner 
retiring. Herman Berkowsky, 40 Water St., 
Newburgh, N. Y. 








FOR SALE 


SHOE STORE for sale in Long Island, N. Y. 
Address E-585, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 








OR SALE—SHOE STORE: Beautifully fur- 

nished, up-to- the- -minute, exclusive shoe store. 
Strictly modern in every respect. Established 
14 years. Last year’s volume, $45,000. Lo- 
cated in Colorado. Low rent, long lease, best 
location in city. Will sell for about $8,000 to 
$10,000, depending on invoice at time of sale. 
My health will not permit me to continue in 
business; so, if interested, act quickly as 1 
must sell at once. Address E-595, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York City, N. Y. 





160 FEET quarter-sawed oak single carton 
shelving. Men’s, 15 feet high, women’s 
16. Genuine marble base, elaborately carved 
cornishes and _ pilasters, screwed construction. 
All in first class condition, thirty- -six drawer 
Grand Rapids glass front hosiery display. Orig- 
inal cost $5,800. Photograph on request. Now 
reasonably priced. Levi and Company, Oil 
City, Pa. 








ANUFACTURERS Attention! Prominent 

young shoe man with following would like 
to make connections with reliable firms who are 
interested in carrying an instock dept. in Cleve 
land. Will operate permanent show room and 
contact the trade in Ohio & Michigan. Refer 
ences furnished. Address E-603, care Boot & 
ail — 239 West 39th Street, New 

or 


MANAGER and buyer is open for a position 
know department store routine and have 
intimate acquaintance with the medium price: 
men’s, women’s and children’s shoe market 
Address E-606, care Boot & Shoe Recorde: 
239 West 39th Street, New York, N. Y. 


High-Grade 
Shoe Executive 


Available 


Young man with fine background 
of executive experience in one of 
America's largest stores. Knows met- 
ropolitan methods of modern man- 
agement and stock control. Capable 
of taking complete charge of store 
or department or of supervising 
sales for a number of stores. Has 
had definite specialized experience 
at different times in advertising, 
window display and sales training. 
Employed all through depression— 
knows how to build business under 
adverse conditions. Present associ- 
ates know of this announcement. 


ADDRESS E-607 CARE 
BOOT & SHOE RECORDER 


239 WEST 39TH STREET 
NEW YORK, N. Y. 




















LINE WANTED 


ORK SHOE LINE WANTED FOR 

NORTHWEST. Salesman who is carrying 
at the present time a line of men’s Union made 
dress shoes is desirous of securing in addition a 
line of Union made men’s work shoes to retail 
at fairly low prices. Covers the States of 
Washington, Oregon, Idaho and Montana and 
has established trade with best outlets. Fo: 
further particulars Address E-605, care Boot 
& Shoe mere, 239 West 39th Street, New 
York, N. 








BUSINESS OPPORTUNITY 


WouLDp appreciate hearing from well rated 
accounts doing volume shoe business, who 
wish to be represented in the market_and ‘desire 
direct factory connections. Address ag 9 care 
pe & Shoe Recorder, 140 Federal St., Bosto: 
Mass. 














mum charge 75 cents. 


address should be counted. 








When a box number is desired twelve words should be added for the address. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 


Mini- 


In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
3 Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gel 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 











FREE 


new spring catalog 
of display ma- 
terials, complete 
with swatches. 

Write for your copy: 




















~ BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
3oston, Mass. 











WANTED TO PURCHASE 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Ete. 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor Church 

Phone Barclay 7-7887 New York City 








CASH FOR BRANDED SHOES 


Men’s, Women’s—Factory or Retail 
Wanted: Red Cross, Florsheim, Arch Preserver, 
Enna Jettick, ete., Nunn-Bush, Bos- 
tonian, Walk-Over, etc. 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephones WORTH 2-5180, 5181 











Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manatastarers, Jobbers or retailers. 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 

















Cruise Footwear Trends 


Boston, Mass. — Retail buying of 
whites for Winter resort and cruise 
wear has been developing rather slow- 
ly in the Boston area. It has encour- 
aged merchants to note, however, that 
there is no price resistance on the part 
of customers who have bought. 

In women’s styles, the plain oxford 
type and front-strap models seem to 
be definitely more popular than the 
more complicated patterns. In men’s 
shoes, there is about a fifty-fifty de- 
mand for plain toes and _ wing-tip 
styles, 

More whites are on display in the 
department stores than in the inde- 
pendent shoe stores, several of whom 
are conducting sales of Winter mer- 
chandise. 





DISPLAY ©® 
FIXTURES 


Again SEGALL & SONS Take 
the Lead by Presenting Display 
Equipment in the Newest of 
Modern Designs at Prices You 
Will Find Most Agreeable. 
A special folder, has 
been prepared. Please ask 
us to mail you a copy 


SEGALL & SONS 


923 Arch S?., Philadelphia 





Get your copy of ‘Dancing 

FREE Dollars.”’ An interesting and 

—— folder = = 

men how to attract 

a very desirable Yo highly profitable 

trade. Write SELVA & SONS, Inc., Dept. 
“B,”’ 1607 Broadway, Y. 








Buck's Booterie Incorporated 


LINCOLN, NEeB.—Buck’s Booterie has 
filed incorporation papers for $20,000 
for a store at Hastings, Neb. The 
papers were filed by E. K. Buck, R. B. 
Devor and G. W. Chandler. 


Stoner's Move to New Store 


LONG BEACH, CALIF.—Stoner’s shoe 
store, owned by the Olcovich Shoe 
Corporation, has moved into new 
quarters at 420 Pine Avenue. The 
former address was 211 Pine Avenue. 


The outstanding feature of the new 
store is the front. The building has 
been surfaced with black Carrara glass 
against which the modernistic windows 
and the Neon lighting effects glare 
out in attractive contrast. The win- 
dows are 21 feet deep and the front 
33 feet wide, offering an abundance 
of window display space. The ter- 
razza floor in the entrance vestibule 
adds another touch. The interior di- 
mensions are 33 by 100 feet. Ralph 
Goldman, well known in_ southern 
California, is manager. 





THE DUNDE 
SHOE RESHAPING MACHINE 
is a necessity to every retailer. 


Practical and economical. More than 
pays for itself within a very short time. 
Eliminates gapping, slipping at heels, 
cost of rebinding and many other fitting 
evils. Endorsed by leading retailers 
throughout the country who wonder 
how they ever got along without this 
machine, 





: | 


Machine without hand iron $2 
Machine complete with hand iron. . . : 
Hand iron only 


f.o.b. New York City 
Ask for Descriptive Literature 
DUNDE SHOE RESHAPING DEVICES, INC. 
13 EAST 37th ST. NEW YORK, N. Y. 











Is the Public Losing Confi ile 
in Stores? 
[CONTINUED FROM PAGE 22] 





customers by unfair methods. The time 
is right now to write these sales control 
agreements for Spring and Summer 
retailing of shoes. Certainly there can 
be a date established in every com- 
munity for the clearance of dark shoes 
at a date mutually agreed upon by the 
merchants of that community and abso- 
lutely positive is the fact that “No 
Clearance of White Shoes until after 
July 4” should be a decision that could 
be made nationally by every store, 
everywhere. Such promotions would be 
to the public’s benefit as well as to the 
merchant’s profit and prestige. 


Moves to Larger Quarters 


BALTIMORE, Mp.—Growth of its busi- 
ness is making it necessary for 
M. Perel, wholesalers of shoes, rub- 
bers and boots, to move to new and 
larger quarters, which have been se- 
cured in the large five-story building 
at Hanover and Redwood Streets. 
Present quarters of the concern are 
at 8 S. Hanover Street, where a four- 
story structure is occupied. The new 
quarters will be occupied early in 
February following necessary improve- 
ments. This will mark the second 
time, in as many years, the concern 
has moved, each time to larger quar- 
ters than previously occupied, which 
indicates the growth of its business 
in recent years. 
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Play the Game 


Let’s play the game with one an- 
other. 
Let’s play the game, and play 
it fair. 

Each human being is a brother. 
Let every act be on the square. 
Let us give each the chance that’s 

due him 
To make his play, mayhap to 
win. 
He has it coming. Give it to him, 
Remembering we all are kin. 


Let’s play the game with one an- 
other. 
Each has it hard enough at best. 
A good sport never wants to 
smother ‘ 
The human kindness in his breast. 
Give each his due, his interest 
heeding, 
Even as you would have him do. 
Who knows how soon you will be 
needing 
Someone to play the game with 
you? 
Clarence Edwin Flynn. 














































Heel Styling Bureau Formed 


New York—In recognition of the 
growing importance of heels as a style 
factor, a group of companies interested 
in heel manufacture has established 
the National Heel Styling Bureau, 
with headquarters at 11 W. 42nd 
Street, New York. 

This bureau will be devoted to the 
collection and distribution of informa- 
tion about heels of general interest to 
the makers and distributors of shoes 
and shoe findings and to shoe de- 
signers and stylists. Through its style 
reporter, Anne Walker, the bureau 
will cover the more important shows 
and other trade meetings, society 
events and other gatherings revealing 
influences that affect heel styles. The 
bureau also will gather other informa- 
tion on this subject from all available 
sources, 

The bureau will not attempt to 
originate or introduce new styles. Its 
aim is to be a clearing house for in- 
formation about events and trends 
likely to have a bearing upon heel 
styles, both now and in the future. 

This information will be issued in 
the form of a bulletin that will be dis- 
tributed free of charge at irregular 
intervals to any or all whom it might 
interest. 


New Leather Firm 


SALEM, Mass.—The Harry Mann 
Leather Company, 105 South Street, 
Boston, has taken space in the factory 
of Peter Sim & Son, 40 Beaver Street, 
Salem, for the manufacture of colored 
glazed kid for the shoe trade. Associ- 
ated with Mr. Mann in the enterprise 
are Arthur J. and F. Milton Crowe, 
who were formerly with Lennox & 
Briggs, manufacturers of kid leather 
in Haverhill. 
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1936 


qrow up 
with hali-sten-iks and 


your Business will Grow 


SSEneFF 


Cover 
37 
47 
46 
55 i 
35 AE 
23 ote / IN STOCK 
dee No. 4684 White Paris 
Veal Unlined Punched 
Oxford, Cordovan Sole. 


. , 84 /12..A BC D..$2.40 
KEEP GOOD FEET HEALTHY 12144/ 3..A B C D..$2.80 
314/ 9.. AAA to C.$3.55 

Proof of the statement above is found in the experi- 

4 ence of the long list of ‘Main Street’ stores that 

2,2 find the styling, the craftsmanship, and the fitting 

J Cover qualities of “‘Kali-sten-iks” a profitable way to merit 


and hold loyal customers from the Wee Tots on up 
to Senior Misses. And, their mothers are quick to 


48 sense the in-built values that result in greater com- 
3 fort for growing feet and longer wear. These special 
nae nets B cs ’ P 
39. 51 Kali-sten-iks” features are effective selling points at 
the fitting stool, and in your newspaper advertising. 
For your better grade customers, ‘“Kali-sten-iks” 
55 prove themselves a capital asset. 
55 
34 
55 


“f THE GILBERT SHOE CO. 


THIENSVILLE, WISCONSIN 


: New York, 541 Marbridge Bldg. Los Angeles, Hayward Hotel 

ij we oe 

55 

: : Reap Good fast Mealy 


oese 
k Cover 
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Shoe Shoe 
Manufacturers 7 Manufacturers 


4") ARCHLOCK SHOES 


| WEDGE BALANCED WEDGE BALANCED 

















REG. U. S. PAT. OFF. REG. U. S. PAT. OFF. 


The success of the original ARCHLOCK shoe (Wedge-Bal- 
anced) is so phenomenal—construction—comfort and mer- 
chandising considered — that many shoe manufacturers 
(apparently without investigation) are attempting to pro- 


duce and to sell shoes copying our patented construction. 


This notice is a friendly warning that our ARCHLOCK con- 
struction of innersole is covered by broad patents— 
Patent Number 1,985,576, whereby the flange or 


pieced cookie is attached on top of the innersole 


in any manner whatsoever. 


Patent Number 1,981,101, whereby the inner- 
sole is split after the channel has been turned up 
and the pieced flange or cookie attached in any 


manner. 


We propose to protect our legal rights covered by these reg- 
istered U. S. patents to the fullest extent of legal authority. 


tt WALKER T. DICKERSON <o. 


Columbus . . Ohio 
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HOURS A WEEK POUNDING PAVEMENTS 
but Spaulding Counters give him HAPPY HEELS 


aqeeeats : 
iti TTTTTTTT I 


It takes more than half-inch soles and dome toes to make 
comfortable “walking” shoes for a policeman. Heavy duty 
shoes like his must fit perfectly, and they must hold his feet in 
line. “Citeaininn” as he says, ‘these gunboats would blister 
my feet before I could walk across the street.” 

Everyone, from sub-deb to cop, likes shoes that fit, and for 
that very reason likes shoes made with Spaulding Counters. 
These close-knit counters, fabricated of long-fibre hemp and 


flax, are moulded on accurate steel lasts in complete right and 


& 
3 
%, 


left size ranges. They fit . . exactly. And because they are "108 peangso¥ 
made of the finest materials obtainable, they hold their shape 


for the entire life of a shoe. Spaulding Fibre Company, North 


Rochester, New Hampshire. PAULDING 


Count ers 


“Made in North Rochester, N. H. 











~ When writing adveitisers please mention Boot. and Shoe Recorder 





BOOT AND SHOE RECORDER, February 8, 1936 


E-J AND 


ARE FIRST 
IN-STOCK 

















ENDICOTT -JOHNSON £ 
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PATENT LEATHER 


FOR SPRING 




















OR women who desire just that extra touch 

of smartness and trimness in their Spring 
footwear Endicott-Johnson’s Patent Leather 
line will be first choice. 


Sandals, Pumps, Straps and Oxfords in new 
designs which are most flattering to the femi- 
nine foot—a line that reaches new heights of 
general all ‘round attractiveness. 


There are new models that every woman will 
buy, backed up by an efficient and prompt In- 
Stock service that will form a firm profit foun- 
dation for the merchant who sells Endicott- 
Johnson footwear. 











443i—Cem-Pro—Patent Seamless Pump, 
20/8 Continental Heel. Sizes 3/9, 
Widths AAA to C........++-- $2.00 


4429--Cem-Pro — Patent Front Strap 
Sandal, 20/8 Continental Heel. 
Sizes 3/9, Widths AA, B, C..$2.00 


3698—Sem-Pro—Patent Side Buckle 
Sandal, 16/8 Cuban Heel. Sizes 
WE eceeevosdecedescvecsccses $1.40 


3541—Cem-Pro—Patent Front Strap 
Sandal, 11/8 Covered Heel. Sizes 
2%/8, Widths B, C.......00. $1.60 


4430—Cem-Pro—Patent Front Strap 
Sandal, 17/8 Continental Heel. Sizes 
3/9, Widths AA, B, C....... $2.00 


ENDICOTT, NY 
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3557—-Cem-Pro — Patent Side Buckle 
Sandal, 16/8 Continental Heel. Sizes 
8/9, Widiiie Bi, Goce cccescee- $1.60 


3695—Cem-Pro—Patent Sandal Oxford 
with Side Buckle, 16/8 Continental 
Heel. Sizes 8/9 ........008- $1.40 


2537—Stitchdown — Patent Two Buckle 
Front Strap, Linol Leather Sole. 
10/8 Leather Heel, Rubber Top Lift. 
Giese SUD co ccccsccsccccsncs $1.20 


3222--McKay — Patent Four Eyelet 
Tongueless Tie, Vamp and Quarter 
Cutouts, 10/8 Leather Heel, Leather 
Top Lift. Sizes 2%6/8........ $1.30 


3227—McKay—Patent Side Buckle San- 


dal, 10/8 Leather Heel, Leather Top 
Lift. Sizes 244/9.......ccceee $1.30 


THERE'S AN 


ENOICOTT- JOHNSON 


( } 2U€ Wea 





















ST. LOUIS, MO. 
NEW YORK CITY 
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PUTS, LEATHIE 


; Marine Blue 
AS Indies Brown .... 


q 


ah Spaniel Tan . ; . 19 (Sorrel) 
 ¥ . Retriver Brown _.No. 28 (Dapper) 


Marrona . 


= 


ia bg 
eo  ——— is the time to go places—on 


a boat or a train if you can—or if you can’t there’s always 


a walk in the sun. 


Su your customers Spring shoes that 
are made for action, shoes that postpone the point of 


fatigue, because they’re made of firm, flexible, resilient — 


MCNEELY KID 


MCNEELY DIVISION 


ALLIED KID COMPANY 
Huntingdon and Fairhill Sts., Philadel phia, Pa. 
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MILWAUKEE CALF 


Seen in many of the season's most distinguished creations, this 
Gallun leather is enjoying well-deserved popularity. It is 
notable for its tightness of fibre, pliability, and high lustre. In 
black and the season's prominent colors; chrome-tanned. 
A. F. GALLUN & SONS CORPORATION, Milwaukee, Wisconsin 


GALLUN LEATHERS 


STANDARDS O F EXZCELLERCE 
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